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Rough Proofs 


Mickey Mouse pulled the Lionel 
Corporation out of a receivership, it 
is reported. Like E. Cantor, Esq., 
Mickey is not only a good enter- 
tainer, but a darned good business 
man. 

> 93 @ 


Lee Bristol has decided to throw 
his support to the Mead bill amend- 
ing the food and drugs act. Do you 
suppose he can count on an en- 
dorsement by the folks at the 
Town Hall? 

— 


“Want to know something about 
women?” asks Station KSTP. 
Regarding women, as in other 
things, a man is an expert only 
when he’s away from home. 
7/8 F 


Union Distilleries has a cocktail 
bar display which features fifty va- 
rieties of drinks. Imagine the pos- 
sibilities of getting lit in fifty dif- 
ferent ways. 

= so on 


Carl Laemmle offers $10 for a 
copy of his 1908 advertising book- 
let, “How to Start a Moving Picture 
Business.” If he read it himself, it 
ought to be worth a lot more than 
310. 

vgyv¥$seeeg? 


Maybe, instead of offering ten 
bucks for a copy of his 27-year-old 
booklet on making good in the mov- 
ies, Mr. Laemmle ought to look up 
the man who turned it out and give 
him an enthusiastic recommenda- 
tion as a copywriter. 


, FF 


Ruthrauff & Ryan say that 40 per 
cent of the radio receiving sets in 
France are of American make. If 
they can also get American pro- 
grams, our debt-collectors should 
broadcast, “Take a Number From 
One to Ten.” 

vv¥seey 


Now that the Southern Pacific is 
going to air-condition all of its tour- 
ist trains for the summer trade, it 
may be that Easterners will have 
to ride out to the Coast and back 
just to keep cool. 

vv¥$eegy 


Dr. Scholl is justified in increas- 
ing his advertising campaign for his 
foot comfort line, since he knows 
that shoe manufacturers will go 
Tight on enlarging the market for 
him. 

vv¥$pgy’ 


A classified advertiser in ADVER- 
TIsING AGE assures his prospects 
that he is not looking for a clock- 
winder’s job. It’s just as well, as 
those positions have already been 
assigned by the code authority of 
the non-electrical clock manufactur- 
ing industry. 

7? FF F 


The state of Nebraska, reports 
the Omaha World-Herald, has no 
bonded indebtedness, no income tax 
and no sales tax. Just how do they 
manage to take care of the refugees 
from New York and Illinois? 
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Coty has started a cut-price pow- 
der sale, but it is understood that 
this move has nothing to do with 
the recent investigation of the mu- 
nitions industry. 

=~ &.F 


“Why not,’ whynots a Southern 
railway, “leave the wintry blasts for 
a sunny vacation in Florida?” 

Mister, you can have three guesses 
—but you'll need only one. 


Copy Cus. 


ALL DIVISIONS 
OF A. & P. NOW 
CARRY LIQUORS 


Chain Sweeps Country After 
Tests in East 


New York, Feb. 7.—As the result 
of comprehensive and _ successful 
tests in the East, Great Atlantic & 
Pacific Tea Company has undertaken 
the sale of wines and liquors on a 
national scale. That is, 15 or 20 
key stores in every important city 
will carry a stock of high-class mer- 
chandise. 

In conjunction with experiments in 
the Eastern part of the country, A. 
& P. conducted an exhaustive inves- 
tigation among feminine patrons of 
its stores. The buyers were asked 
whether they would prefer to buy 
wine or liquor in a grocery store 
rather than in an establishment de- 
voted exclusively to wet goods. Re- 
plies indicated that the modern 
woman is in some respects as con- 
servative as her mother, and that in 
spite of the much heralded freedom 
of women, a large majority retain 
prejudices against emporiums deal- 
ing only in alcoholie beverages. 

With tests in their Eastern stores 
to support this evidence, A. & P. has 
authorized all divisions to install 
liquor stocks under the restrictions 
indicated. All liquor purchases and 
sales are under the general super- 
vision of J. W. Vanderbeck, who 
maintains headquarters in New York. 

Stores selected for the sale of 
liquor give the chain ample distribu- 
tion in the higher-class sections of 
each city. In deference to public 
sentiment and its own feelings, A. 
& P. will not sell any hard liquor in 
units in border-line territory — that 
is, sections where average buying 
power is somewhat beneath par. 


Sales Not Encouraged 


Neither does it encourage custom- 
ers to purchase liquor. The liquor 
departments are set aside from groc- 
ery stocks, but there are no special 
salesmen attached to them. The 
company presents the goods as at- 
tractively as possible, but makes no 
suggestions as to brands. In other 
words, the purpose is to allow the 
buyer to make her own tests, to de- 
cide which brand she prefers, and to 
buy it without any advice from store 
attachés. 

The policy in the liquor depart- 
ment is precisely the same as that 
which governs other branches of 
the business. A. & P. has its own 
brands and it also stocks leading 
national brands which have been 
able to attract substantial follow- 
ings. Limited advertising support is 
placed behind the liquor department. 
This may be reduced somewhat as 
the company’s clientele becomes fa- 
miliar with the fact that high-class 
liquors are now available in its 
stores. 

The new A. & P. policy has been 
broadened in part because of a defi- 
nite trend which company officials 
profess to see. This is a growing 
preference for wines, as compared 
with whisky and_ spirits. Good 
wine is beginning, at long last, to find 
a place on the American dinner 
table, largely, the company believes, 
because of the fact that feminine in- 
fluence is given greater play when 
wines are available in groceries. 


OLD ONE RETURNS 
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CERESOTA liens 


One of the oldest of contest 
ideas, that of finding mistakes in 
a drawing, is currently being used 
in newspaper campaigns for Cere- 
sota and Aristos flours, products of 
Standard Milling Company. 


BIG PUSH FOR 
NEW MODESS TO 
START IN MARCH 


‘Certain-Safe’ Theme to Be 
Emphasized 


New York, Feb. 7.—Features of 
the product, a new sanitary napkin, 
are not listed in the campaign which 
will be started in March by the Mo- 
dess Corporation. Instead, the 
things that make it appealing to 
users are to be discussed in the 
magazine and newspaper copy, which 
is being prepared by Young & Rubi- 
cam, Inc. 

Work on the new pad has been 
under way for many months, result- 
ing in three separate features which 
underlie the comfort and protection 

(Continued on Page 33, Col. 1) 


Frigidaire Starts on 
Fourth Million with 


Smashing Sales Drive 


Dayton, O., Feb. 7.—Following the 
strategy of influencing public senti- 
ment and forming buying decisions 
earlier than ever before, Frigidaire 
Corporation has launched the most 
powerful and dramatic advertising 
campaign in its history. 

The March issue of The Ladies’ 
Home Journal, out tomorrow, will 
carry the first of a series of three- 
page, four-color advertisements cele- 
brating the completion of the 3,000,- 
000th Frigidaire and heralding the 
start of a new million. The “Fourth 
Million” campaign is built around 
this sensational record. 

With every conceivable medium 
being utilized to burn this story into 
public consciousness, Frigidaire has 
assigned dealers the task of giving 
4,000,000 demonstrations during the 
campaign period running to July 1. 
This means 31,250 demonstrations 
daily for 128 days by 16,000 dealers 
and their salesmen. 

The opening three-page blast will 
be followed by others in the 
Woman’s Home Companion, Satur- 
day Evening Post, Collier’s and Good 
Housekeeping in the chronological 
order indicated. Liberty will follow 
with a page in roto, and the Satur- 
day Evening Post and Collier’s will 
deliver new barrages of two pages 
in four colors. 


Many Newspapers Used 


Newspapers will carry more or less 
the same story, no less than 122 be- 
ing scheduled for full pages, in ad- 
dition to smaller copy. These full 
pages will establish a new record for 
smashing brevity, being confined to 
65 words against a giant illustration, 
and “Frigidaire” in box car letters. 
“Be sure the name Frigidaire is on 
the refrigerator you buy,” the public 
will be admonished. 

The company will also return to 
the air lanes Feb. 13 with Jack Pearl 
as the headliner on a program to run 
a half hour weekly over 75 Columbia 
stations. Pearl will come to the ra- 


Last Minute News Flashes 


campaign. 


Steamship Line Appoints Campbell-Ewald 


Detroit, Mich., Feb. 8.—Chicago, Duluth & Georgian Bay Transit 
Company, which recently moved headquarters from Chicago to Detroit, 
has placed its advertising with Campbell-Ewald Company. Following the 
resignation of Louise Storz as advertising manager of the line, her duties 
have been assumed by Emery B. Hatch, secretary. 


Sears, Roebuck to Make Building Loans 
Chicago, Feb. 8.—Loans of $1,000 to $2,000 for modernization are 
offered mail order customers of Sears, Roebuck & Co., in the spring- 
summer catalog which has just gone into the mails. 
the catalog are 15.95 per cent lower than a year ago, despite an increase 
of eight per cent in commodity prices. 


Quoted prices in 


Newspaper Campaign Fosters Pinochle 
Cincinnati,,O,, Feb. 8—An increase in the popularity of pinochle, first 
noted in cities and later in rural districts, has caused United States Play- 
ing Card Company to launch an extensive newspaper campaign to foster 
competitive playing. J. Walter Thompson Company is in charge of the 


Charles H. Touzalin Dies Suddenly 


Chicago, Feb. 8.—Charles H. Touzalin, veteran advertising agency 
executive, and head of Charles H. Juz Agency here until his retirement 
and liquidation of the business in April, 1934, died suddenly this morn- 
ing at his home in Chicago’s Beverly Hills section. He was 72 years old. 


dio audience in a new guise—keeper 
of a picturesque country inn where 
anything can and does happen. As 
Peter Pfeiffer, Pearl will as hereto- 
fore enjoy the services of Cliff Hall, 
the “Sharlie” of the past. Other 
stars of the program will be Freddie 
Rich, a 35-piece symphonic dance 
band and Patti Chapin, torch singer. 

Sensational merchandising stunts 
are being developed to promote show- 


Full-page dealer newspa ad- 
vertisement which starts off the 
new Frigidaire selling drive. This 
copy has already appeared in 
some markets, and will run later 


this month in others. 


room traffic into the stores of Frigi- 
daire’s 5,300 major appliance deal- 
ers, department and furniture stores 
and public utilities as the. premier 
of the radio program takes place 
next Wednesday in Columbia’s Forty- 
Fifth Street radio playhouse in New 
York. 

Meanwhile, to bring all of these 
tidings to dealers throughout the 
country, four flying circuses from the 
factory are making a swing around 
the nation. The dealer conventions, 
being held at strategic points, outdo 
those of other years in color. Sound 
pictures, dramatized skits and other 
features help generate enthusiasm 
among dealers for the most intense 
and prolonged effort of their careers 
in behalf of the Frigidaire ’35. 

Outdoor advertising will also be 
used. 

Variety of Models 


This year’s models range in price 
from $79.50 to $534.50, giving the 
company a unit to meet every need. 
Merchandising plans are based on in- 
terviews with more than 400,000 con- 
sumers, to get the answers to these 
questions: “What will buyers of re- 
frigerators want in 1935? Where are 


Directory of Features 
Editorials 
Getting Personal 


Information for Advertisers. 10 
Magazine Lineage Figures.30 


Photographic Review of the 
Week 


Rough Proofs ............. 1 
Voice of the Advertiser... .10 
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those buyers? How can they best be 
reached?” 

The resulting facts, according to 
executives, have been woven into 
product design, sales appeal, adver- 
tising copy, advertising mediums, 
sales methods, sales activities and 
merchandising strategy. 

The survey indicated that 79.9 per 
cent buy electric refrigeration be- 
cause of spoilage of food and unsat- 
isfactory temperatures with former 
methods. A startlingly high percent- 
age, according to Frigidaire figures, 
prefer that refrigerator to any other. 

H. W. Newell, vice-president in 
charge of sales, estimates that there 
is a 1935 market of $300,000,000 for 
refrigerators. 


Sees Big Sales Year 


“Electric refrigeration, the young 
giant of modern industry, had led 
the recovery advance with sales 
shattering performances in recent 
years,” commented Mr. Newell. 

“In 1933, the million goal was 
passed by 80,000. In 1934, another 
all-time sales record was established. 
This year, with a new spirit of buyer 
confidence evident and public accept- 
ance of electric refrigeration at a 
new pitch, we feel safe in predicting 
that 1935 retail dollar volume of 
sales will far exceed even the spec- 
tacular performance of 1934. It is a 
sincere belief in these prospects that 


justifies the unparalleled expendi- 
tures of Frigidaire in advertising, 
product development and sales plans.” 

Mr. Newell set sales up to July 1 
at $185,000,000. 

With its sire, General Motors Cor- 
poration, still cutting a wide swathe 
in the automotive field, Frigidaire 
will capitalize the prestige attaching 
to the parent name. The name plate 
for the Frigidaire ’35 will carry this 
line: “The General Motors Refrig- 
erator,” 

Frigidaire has produced a number 
of dealer newspaper advertisements 
and radio announcements which will 
be used on a 50-50 basis. Geyer Com- 
pany, Dayton, is the agency in 
charge. 


New Envelope Designed 

Two-Way Envelope Company, 7 S. 
Dearborn St., Chicago, has patented 
a unique new mailing piece known as 
the Tell-A-Vision letter, which is so 
designed that it incorporates a re- 
turn envelope within itself. Louis 
E. Delson, 537 S. Dearborn St., Chi- 
cago, is exclusive sales agent for the 
United States. 


Law Leaves Thermoid 


Howard Law has resigned as ad- 
vertising manager of the Thermoid 
Rubber Company, Trenton, N J. 
He has not announced his plans 
for the future. 


"PLAGIARISM" PAYS 
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Health Insurance 


& MOFFAT CO. FACHERS SA” FRANCIRCO 
wee 


Well-known advertising situations 
are featured in the current West- 


ern newspaper campaign for 
aga Allan's dog raat 4 prepared 
by James Houlihan, Inc., San 


Francisco. 


Firth Selects R. & R. 


Ruthrauff & Ryan, Inc., has been 
appointed to service the advertising 
account of the Firth Carpet Com- 


pany, New York. 


i OUT OF ah 


It’s no coincidence. Time after time 
it has been proven by actual test that 
the Atlantic Monthly reaches more 
important people. People who can and 
do spend freely for the good things 
of life. People with influence in the 
community. People who travel. People 
who own summer and winter homes 


who direct 


money.” Is 


3A fact based on a recent comparison of regis- 


trations and the 431 Atlantic subscribers in 


Evanston, Illinois. 


—and must equip them both. People 


the destinies of important 


American businesses. 

Any advertiser who has taken the 
time or trouble to find out the truth 
will tell you: “The Atlantic Monthly 
reaches more important people for less 


the Atlantic on your list? 


Atlantic Monthly 


MOST QUOTED PERIODICAL IN AMERICA 


BOSTON * NEW YORK * CHICAGO * LOS ANGELES * SAN FRANCISCO 


ROTO LINEAGE UP 
6.17% DURING '34 


Chicago, Feb. 7.— Advertising 
lineage in the rotogravure picture 
sections of United States news- 
papers increased 6.1 per cent in 
1934, as compared with 1933, ac- 
cording to the Kimberly-Clark Cor- 
poration. Only those newspaper 
sections devoted exclusively to pic- 
torial material are considered in the 
tabulation; magazine rotogravure 
sections are not counted. 

Total lineage in 1934 was 6,652,- 
707, an increase of 380,047 lines 
over the 6,272,660 carried in 1933. 
Of the 1934 total, 2,858,415 lines 
were local copy, and 3,794,292 lines 
were national. The volume of local 
advertising increased 8.3 per cent 
during the year, while national vol- 
ume went up 4.4 per cent. 

The leading rotogravure-adver- 
tised product of 1934 was Ivory 
soap, for which 217,624 lines were 
purchased. Pabst-ett was the run- 
ner-up, with 201,800 lines. Other 
products for which more than 50,- 
000 lines were used during the year 
are: 

Canada Dry ginger ale, 175,090; 
Coty, 154,288; Johnson’s wax, 101,- 
543; Parker pens, 99,660; Yardley’s 


English lavender, 97,035; Heinz 
soup, 94,500; Ovaltine, 81,355; Vick’s 
Vapo Rub, 72,624; Fro-Joy’ ice 


cream, 67,046; Chase & Sanborn’s 
coffee, 59,076; Philco radio, 58,609; 
Formfit foundation garments, 57,- 
308; Rit, 56,583; Le Gant of Youth- 
lastic, 53,980; Mum, 52,920; Stand- 
ard Oil, 52,100; National Dairy 
Products ice cream, 51,193. 

There are a total of 60 news- 
papers in the United States now 
publishing rotogravure sections, in- 
cluding three foreign language pa- 
pers in New York. All but three of 
the sections are published as Sun- 
day supplements, the exceptions be- 
ing the Chicago Daily News, Fort 
Wayne News Sentinel and Harris- 
burg Evening News, which issue Sat- 
urday gravure sections. 


Build Audience 
For Radio Show 
With Cartoons 


New York, Feb. 7—In a novel 
move to build a radio audience, the 
Reid Ice Cream Corporation, Brook- 
lyn, is using a series of 350-line ad- 
vertisements composed almost en- 
tirely of humorous illustrations by 
Jay Irving, magazine artist. 

So successful were the first in- 
sertions that it has been decided 
to run a series of a half dozen or 
more on the day of the broadcast 
over Station WOR. This is said to 
be the first time that such a style 
of copy has been employed for au- 
dience building. McCann-Erickson, 
Inc., is the agency. 

The copy appears in the New York 
Daily News, Sun and World-Tele- 
gram. The first insertion was dis- 
tinctly a teaser, omitting entirely 
the name of the sponsor but calling 
attention to the artists. The. only 
text was “Borrah Minnevitch Is 
Here!!!” and the time and station. 
The illustration showed a Revere- 
like horseman electrifying the coun- 
tryside with this immortal message. 
The next insertion mentioned Reid’s 
Mel-O-Rols, and Minnevitch’s mouth- 
organ orchestra. 


Modern Art Studios 
Named by Exposition 


Modern Art Studios, Inc., Chicago 
and New York, has been appointed 
authorized builder for the California 
Pacific International Exposition at 
San Diego, which opens May 29. 

E. W. Calvin and L. S. Williams 
are in charge of the company’s of- 
fices in the House of Hospitality at 
the exposition grounds. A complete 
designing and production unit of the 
studios is located at San Diego. 


Issues Novel Booklet 


News of the air conditioning of 
the North Coast Limited has been 
handled in humorous fashion in a 
booklet published by Northern Pa- 
cific. Cartoon illustrations are used. 
Stack-Goble Advertising Agency, 
Chicago, is in charge of the account. 


A. E. AV 


Former Executive Vice President 
and a member of the Board of 
Directors of Lord & Thomas, joins 
Charles Daniel Frey Company 
as a partner, effective February first. 


Mr. Aveyard becomes Executive Vice 
President in complete charge of plan- 


ning, copy and creative production. 


On March first the firm 
name will be changed to 


FREY & AVEYARD 


CHARLES DANIEL FREY COMPANY 
333 North Michigan Avenue 


CHICAGO, ILLINOIS 


E YARD 
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OH: now another group appears on the 
cene and it’s a pippin!-THE FIRST 


THREE MARKETS GROUP—comprised of 
the New York News, Philadelphia Inquirer 
and Chicago Tribune. 


’? Seven more of Metropolitan’s papers are the 
backbone of This Week; so we cheer lustily 
| because a careful study of all groups so 
definitely emphasizes the soundness of Metro- 
politan due to 


128 | Possibly these factors account for the greatly 
i 


increased business on our books for 1935. 


3 
» ) Circulation figures quoted above are current. 


Metropolitan Weekly 
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G-E PUTS DOUBT 
IN MIND OF USER 
OF RUG CLEANER 


Sales Helps Tell of Three 
Kinds of Dirt 


Bridgeport, Conn., Feb. 7.—Short- 
ening of the time interval in prov- 
ing economy claims and simplifying 
the entire sales story are the aims 
of the General Electric Compan}’s 
current campaign on its vacuum 
cleaner line, reported to be produc- 
ing highly satisfactory results. 

Economy advantages of other ap- 
pliances, notably refrigerators and 
washing machines, quickly become 
apparent to the consumer, but real- 
ization of the saving on rugs made 
possible by efficient cleaning takes 
longer to develop, J. W. Mclver, 
sales promotion manager, pointed 
out to ADVERTISING AGE. 

By placing visual evidence of 
economy before the housewife in 
the form of striking point-of-sale 


displays, “self-selling” tag cards and 
home demonstration material, G-E 
has made progress in breaking 
down one of the major barriers to 
cleaner selling. 

An effective door-opener, “Rug 
Taks,” and simplified sales instruc- 
tion material round out the cam- 
paign, which was preceded by field 
experiments and market research. 


Big Replacement Market 


Statistics indicated that of every 
ten wired homes in the United 
States roughly five are equipped 
with cleaners. It appeared that three 
of the five cleaners were more than 
five years old and the other two 
were from one to five years old. 

Considering that at least some of 
the “young” cleaners were cheap 
and short-lived, the company con- 
cluded that only one home in ten 
had a modern, efficient cleaner. Of 
the five wired homes having no 
cleaners, it was assumed that three 
could afford to buy cleaners. 

On the basis of these figures, G-E 
decided that the homes equipped 
with obsolete, worn-out cleaners 
offered a better market than the 
homes not equipped but able to af- 
ford equipment. Therefore the cam- 
paign was directed at the replace- 
ment market. 

The housewife owning an _ ineffi- 
cient cleaner had to be convinced 


that while her cleaner might remove 
the lint and top dust, it would not 
extract the sharp-edged grit deep 
in the pile, which by its cutting 
action under foot pressure slowly 
destroys the rug. 

For store use, G-E built a large, 
brightly colored window display 
which featured a picture of a woman 
holding a rug against a grindstone. 
This patently ridiculous action 
arouses curiosity and causes shop- 
pers to read the display message: 
“Grit grindstones your rugs. Save 
your rugs, save your dollars with 
a new G-E cleaner. Gets all three 
dirts.” Enlarged photographs show 
a new rug and the same rug made 
threadbare by the action of grit. 
Through this display the first doubt 
as to the efficiency of her old 
cleaner is planted in the housewife’s 
mind, 

Stepping into the store, the 
home-maker sees a counter card, 
asking: “But does your cleaner get 
the rug-ruining grit?” Beneath the 
question are two small Cellophane 
envelopes, each containing dirt 
taken from two cleaner bags. 

Beside each envelope is a cross- 
section illustrating the difference 
in types of dirt removed, with one 
rug entirely clean, and the other 
with lint and some top dust re- 
moved, but still containing grit. 

To each cleaner displayed in the 


papers of America. 


Ch 


Fight for Sales in 
Favorable Fields 


Indianapolis is the fifteenth retail market in 
the country. It is a metropolitan manufac- 
turing city, its income coming from a wide, 
relatively prosperous area. 


The Indianapolis Radius is a low-sales-cost 
market to merchandise, particularly so be- 
cause it can be covered with one advertising 
cost through The Indianapolis News—rec- 
ognized as one of the outstanding news- 


| Whe \ndianap 


SELLS THE INDIANAPOLIS RADIUS 


icago 
J. E. Lutz, 180 N. Michigan Ave. 


otis News 


ADVERTISING LINAGE 


. . FIRST in advertising in 
Indianapolis for 40 consecutive 
years. 

. again in 1934, has carried 
more general advertising, more 
classified advertising and more 
total advertising than any other 
Indianapolis newspaper. 


New York 
Dan A. Carroll, 110 E. 42nd St. 
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Unusual full-page newspaper advertise- 
ment for Wadhams Oil Company which 
ran in Wisconsin papers during Milwau- 
kee Auto Show week. It presents a 
citation to motor car makers for distin- 
guished service to the American people. 
Scott-Telander, Inc., Milwaukee, is the 
agency, and Francis H. Casey is adver- 
tising manager. 


Store is attached a “self-selling”’ 
card, featuring the message, “How 
you can give longer life to your 
rugs,” and including photographs of 
litter, dirt, and grit. 


Other Programs for Outside Men 


On the back of the tag card ap- 
pear photographs of the various 
sales features of the cleaner, with 
a description of each. Reading this 
card, the customer is subjected to 
a complete sales talk even if all 
salesmen are busy waiting on 
others. 

For outside salesmen, the com- 
pany has worked out a complete 
program, entirely separate from that 
suggested for store selling, and 
combining proven effectiveness with 
a minimum amount of material to 
carry around. 

As a door-opener, G-E is provid- 
ing “Rug Taks,” a set of small pads 
which are attached to the under- 
side of a rug to anchor it to the 


floor. These “taks” are offered free 
to housewives, but in order to at- 
tach them properly the salesman 
must be admitted to the home. 

In addition to his cleaner and the 
“Rug Taks,” all the outside sales- 
man has to carry are two pocket 
cards of an ingenious type, and a 
small demonstration kit containing 
materials used to represent the 
“three dirts.” 

One of the pocket cards is a slid- 
ing panel by which the housewife 
is shown, successively, how a dirty 
rug looks in cross-section, how it 
looks after cleaning with an ineffi- 
cient, worn-out cleaner, and, last, 
how it appears after cleaning by a 
new G-E model. Closed, the other 
pocket card shows how a rug looks 
when new, and opened, how the 
same rug looks when grit has worn 
a thread-bare spot. 

Separate sets of pocket-sized 
cards picturing and describing the 
various selling steps were furnished 
to both outside and inside sales- 
men, Six steps were shown, one 
step on each card. The face of the 
ecard illustrates the step and gives 
a typical conversation. The back 
gives a reason for the step. The 
whole purpose of the card is to 
show a simple, logical sales se- 
quence. Basic differences in tech- 
nique between store and outside 
selling made it necessary to make 
up separate sets. 

Sales managers were furnished 
kits giving detailed directions for a 
three-day salesmen’s training 
course. The tag cards on the store 
display cleaners and the pocket 
“selling step’ cards have proved of 
help to salesmen in keeping fresh 
in their minds the various details 
of approach, demonstration and 
closing. 

The store campaign was desig- 
nated as “A New Road to Profits,” 
and the outside selling program as 
“Get ’Em In,” referring to the door- 
opener angle. 


Boosts Distribution 


Electric Wiring and Equipment, 
New York, has increased its dis- 
tribution to 17,000 copies monthly, 
from the previous controlled circula- 
tion of 7,000 copies. 


The only business paper dealing exclusively with equip- 
ment, furniture and furnishings for Hotels, Restaurants, 
Taverns, Hospitals, Steamship Lines, Dining Car Systems, 
Fountains, Federal, State or Municipal Institutions is 


The OUTFITTER 


which is edited exclusively for the outfitters of such 
places for feeding and housing people in large numbers. 


The outfitter is the 
key to a market of 
over 500,000 users of 
equipment in_ these 
places. Right now, for 
example, he is discuss- 


ing with users of beer 
dispensing equipment 
their requirements for 
the approaching season 
when beer sales will 
reach their peak. 


The recently completed survey of this market and the 
methods for effectively selling it, may be had upon 
request. 


1900 Piarrip AVE. 


The OUTFITTER 


Published by 


DoMesTiC ENGINEERING PUBLICATIONS 
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Somebody’s fooled with your 


Five Year Plan 


EN THOUSAND corporations 
counted notches on their belts. The 
five year cycle of disaster had begun. 


Yet, since 1929 the number of share 
holders has grown approximately: 


— from 450,000 to 680,000 for the 
American Telephone and Telegraph 
Company... | 

— from 195,000 to 330,000 for General 
Motors... 

— from 115,000 to 190,000 for U. S. 
Steel... 

— from 50,000 to 194,000 for General 
Electric. 


Where has the money come from? 


The parallel index of “white collar” maga- 
zine circulations has held pat — or, in 
some cases, slipped severely. 


But the four magazine “groups” appealing 
to younger housewives, largely in the 
wage earner stratum, have added over 
FOUR MILLION new magazine readers to 
the magazine advertiser’s opportunity. 


In spite of the Legion, the A. F. L., the 
Donkey or the Elephant, or an army of 
fearful corporation comptrollers, money 
has been spent during the past five years 
for stock certificates and for these full price 
newsstand magazines. 


And for the products of the bold, brave 
advertisers in these “group” magazines 
whose keyed returns actually are breaking 
pre-depression records. 


No wonder the “groups” are gaining 
consistently more lineage than older pub- 
lications are losing! 


One of a Series of Notes Published in the Interest 
of a Better Understanding of the “Group” Field, by 


Macfadden Women’s Group 


The Original Women’s Group”’ bn 
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No. 2 of a Series 


Pp 
there 


On a 


L 


I SHANTY HILL 


We have a lot of good friends up there on Shanty 
Hill. Nice boys, nice girls. A little poor, but good 
at heart. 


——. Pia Ah. 


Liable to sock you on the beak over any 
slight matter of social dispute, but well-intentioned 
all the time. And a lot of them have turned out to 
be famous. We're telling you all this because you 
know it so well yourself. But when you sit down to 
make up your advertising schedules, you're apt to 
check your sentiment for Shanty Hill out in the locker 


room with your overcoat. 

From an advertising viewpoint a home is only a 
home when it is a BUYING home. (The average is 
31/, to a Scribner home). This is hard-boiled and 
aren't we all? And Shanty Hill does not specialize 


on buying homes. And that brings us (very mod- 
estly, of course) to Scribner's. Even a cat may look 


at a king (although he might have a little trouble in 


finding one to look at); and a resident of Shanty Hill 
is entitled by law to buy a copy of Scribner's Maga- 


zine. It just happens that Scribner's isn't the type of 

magazine the resident of Shanty Hill cares for. 
That throws the advertiser back on the homes that 

do care for Scribner's, and can he contain his amaze- 


ment? It is possible, but very stupid if he does. For 
these are the homes of people who bought in 1934 
and will buy more in 1935 just as they did in 1929. 
The 
: yearly in this group as a day of Natiorial Gratification 
” but neither did it start the members of the Scribner's 
- families on a hunt for the best bread lines. They are 


Stock Market misdemeanor isn't celebrated 


still eating and going to shows and sending and re- 
ceiving wedding presents and buying new clothes for 
the cruise this winter and spring and they will be look- 
ing up camps and schools for the children these long 
winter evenings. 

It is not an audience counted in the millions. It 
doesn't include every literate citizen in the nation. 


But what a relief in these years! 


BC RABIN RD 


NO ONE IS IN ARREARS FOR 
HIS OR HER SUBSCRIPTION 
TO SCRIBNER'S MAGAZINE 


FRASER RECALLS 
PAST SUCCESSES 
AS HE ‘RETIRES 


Blackman Company Head 
Gives Up Routine Duties 


New York, Feb. 7.—While reserv- 
ing the right to work as much as he 
pleases, J. K. Fraser, Blackman Com- 
pany partner, told his associates this 
week that all jobs with a “must” 
label should henceforth be routed 
past his office. The following note, 
headed, “School’s Out!”, was deliv- 
ered to the agency staff by way of 
notice that he was withdrawing from 
responsibility: 

“As our organization has rapidly 
improved in self-starting ability, 
more and more I have been excusing 
myself from current affairs. Now 
we have reached a point where I feel 
safe in taking a step which for some 
time I have been looking forward to 
taking. I am formally retiring from 
all active current responsibilities. 

“After working for me fairly hard 
for some 36 business years, I expect 
that my mind will get bored with 
tagging me around the golf course, 
the squash court and the contract 
table, so I am keeping my office here. 
When, as and if the mood strikes me, 
I plan to take some sporting plunges 
into interesting problems of adver- 
tising, of clients, or of The Black- 
man Company. 

“When I am in town I will prob- 
ably be here mornings. If you should 
ever want to get away from O. K.’s 
and closing dates, drop in. You will 
find the door barred against them, 
but open to you.” 


Still on the Job 


Interviewing Mr. Fraser at his 
offices today, an ADVERTISING AGE re- 
porter received the impression that 
the agency chief was already crawling 
through the loophole his announce- 
ment had left in the barrier around 
daily duty. Accused, he admitted 
pleasantly that work was appearing 
in a more attractive guise than ever, 
now he had resolved he could take it 
or leave it alone. 

He has made no plans for spending 
additional leisure. He was, in fact, 
at a loss to explain in just what way 
his daily routine would be changed. 

It is probable that, for one thing, 
he will devote more time to the 
affairs of organized advertising. 
While avoiding the limelight, he has 
been active for some time in the 
work of the committee on ethics of 
the American Association of Adver- 
tising Agencies. This important 
group is currently engaged in the 
study of various methods of self- 
regulation. 

Because of this connection, Mr. 
Fraser refused to air his views on 
methods, but he indicated his belief 
that the best method would have an 
educational program as its basis. 

“Quackery characterizes the work 
of advertising incompetents,” he as- 
serted. “Good advertising is funda- 
mentally truthful alvertising. If 
truth, as stated in an advertisement, 
is not interesting and colorful, there 
is something wrong with the product 
or the agency.” 


Tells of Ivory Copy 


Asked to illustrate this viewpoint 
with a sample of his own copy, Mr. 
Fraser pointed to the Ivory soap ad- 
vertising since 1921, at which time 
his agency was appointed for this ac- 
count. 

The advertising of the brand that 
was then the best seller in this class 
played upon the theme that valuable 
ingredients not only did wonders for 
the complexion but wrought some 
magical transformation in the user’s 
personality which made her irresisti- 
ble to men. 

Famous 


artists contributed oi} 


paintings depicting Cleopatra at her 
life work of charming noble Romans. 
There was the impression that the 
siren of the Nile used the nearest 
substitute she could find for the soap 


“SCHOOL'S OUT!" 


J. K. Fraser, senior partner in the 

Blackman Company, who  an- 

nounced his "retirement’ this 
week 


advertised, and that, if she hadn't, 
the whole course of history would 
have been changed. 

The Blackman Company’s Ivory 
copy was the antithesis of this. Its 
thesis was that no soap, not even 
Ivory, could improve the skin. The 
best any soap could do, the advertis- 
ing said, was to clean the skin with- 
out harming it. 

With the Blackman agency as 
spokesman, Procter & Gamble origi- 
nated more and more of the Con- 
sumers Research technique. Ivory 
advertising told why certain ingred- 
ients, such as perfume and dye, were 
not used in this soap. The copy 
added information as to what the 
discarded ingredients were, where 
they could be bought, how much they 
cost and even who could buy them. 

Though names were omitted, many 
competitors and publications consid- 
ered the Ivory copy outrageous. 
Some publications turned down some 
of the early insertions, but enough 
of the copy was printed to send Ivory 
sales skyrocketing. 

Some two years after Mr. Fraser 
took Ivory under his wing, Harper’s 
Bazaar queried its readers on what 
soap advertising they liked best, and 
why, and what soap advertising they 
liked least, and why. Ivory won 
hands down. 


Recalls Spotless Town Series 


Of the many famous campaigns 
with which Mr. Fraser has been iden- 
tified as author or agency executive, 
the most noted is the Spotless Town 
campaign for Sapolio. This was his 
first big job, and the sales results 
were phenomenal. 

Mr. Fraser’s grimace when this 
subject was reached indicated that 
an agency man is likely to find the 
credit for a success of this kind a 
mixed blessing. Dozens of formula- 
minded advertisers approached him 
in his earlier days as an agent to 
ask him for a duplicate campaign on 
their products and took no trouble to 
conceal their disappointment and 
actual resentment when he under- 
took, instead, to prescribe according 
to their needs. Though the Spotless 
Town campaign was discontinued 
nearly 20 years ago, he still receives 
every year a request from a manu- 
facture of metal polish to rewrite the 
campaign for his product. 


An Unusual Start 


Taking the talent for granted, it 
seems that urgent necessity had 
much to do with the fact that Mr. 
Fraser distinguished himself while 
still a cub. 

Graduating from Cornell and com- 
ing on to New York to seek his for- 
tune, Mr. Fraser was greeted with 
discouraging disinterest from pros- 
pective employers. He had resolved 
to accept nothing but employment in 
creative advertising work, and for 
nine months only an occasional odd 
job varied the monotony of trudging 
about the streets with his sample kit 
under his arm. 

Walking on Sunday from force of 
habit, he encountered an older class- 
mate who had been employed nearly 
two years and had advanced to the 


staggering wage of $25 a week. The 
older youth tried to encourage Mr. 
Fraser, assuring him he was sure to 
get steady employment any day. 


Hurdles an Obstacle 


“But,” said the friend, “it’s not 
hard to get a job but it is almost im- 
possible to get more than $25 a week. 
That’s the dividing line which sepa- 
rates the top-notchers from mediocre 
workers.” 

Thinking it over, young Fraser de- 
cided to dodge this obstacle by ask- 
ing for $30 a week, instead of the 
$12 he had been seeking. That week 
he interviewed the late Artemus 
Ward, of Ward & Gow, the street car 
ecard agency. 

Mr. Ward was impressed and 
offered Mr. Fraser $12 a week. Sum- 
moning all his courage, Mr. Fraser 
insisted on $30. Mr. Ward indicated 
the interview was over. 

“It won’t break you to pay me $30 
a week for two weeks,” argued the 
neophyte. “If I don’t produce in 
that time, you can fire me.” 

He went to work and he stayed on 
the job. Before the two weeks were 
up he had sold Mr. Ward on the 
Spotless Town idea. Within a few 
weeks a series was produced. Mr. 
Fraser not only wrote the jingles but 
illustrated them. 

Before joining O. H. Blackman in 
1911, Mr. Fraser was assistant ad- 
vertising manager of the National 
Biscuit Company and an executive 
with the Street Railways Advertis- 
ing Company and the John Lee 
Mahin Agency. 

He became the senior partner on 
the death of Mr. Blackman several 
years ago. Other partners are 
Richard Compton, who has been with 
the organization since 1915, and 
Marion Harper, who joined a little 
over a year ago. 


Urges Trade Body to 
Back Drug Legislation 


Placing favorable emphasis on the 
Mead Bill, the legislative committee 
of the National Association of In- 
secticide and Disinfectant Manufac- 
turers this week issued a _ report 
urging members to give full support 
to those efforts being made to im- 
prove the federal food and drugs 
act in the interest of the consumer, 
while safeguarding the business of 
honest and reputable manufacturers. 

The report was issued by Dr. John 
H. Wright, vice-president of Zonite 
Products Corporation and chairman 
of the committee, It includes a 
comparative analysis of the three 
food and drug bills now pending be- 
fore Congress. 


National Distribution 
Is Planned for Cleaner 


Following success of Lazy Man’s 
cleaner in the Wisconsin market, 
Founders Paint Company, Milwau- 
kee, is embarking on a campaign 
for a national market for the new 
product. 

Newspapers will be used exclu- 
sively for advertising, which is di- 
rected by Klau-Van Pietersom-Dun- 
lap Associates, Inc., Milwaukee. 
Wholesale and retail grocers will 
handle the product. Arrangements 
for sales and distribution have al- 
ready been made in more than 60 
cities. 


THE GROCER 
GOT $750,000,000 


But 
4 hat the 575,000 men read- 
of National Sportsman and 

Hunting & Fishing Magazines paid 

him last year for the food they 


Sate a sum for the grocer. 
that’s w 
ers 


and their families at hree- 
quarters of « billion! 
Cover-to-cover readers with gvod 
bnying power are bound to be re- 
sponsive. That’s why our adver- 
tisers have been getting unusual 
returns—and at a page rate of 
only $2.82 a thousand. 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


108 Mass. Ave. Boston, Mass. 
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ADVERTISING AGE 


“THE Orb LADY 


OF OREGO 


aciric NorTHWESsT residents reach cagerly 

for each day's issue of that venerable but 
sprightly newspaper, The Oregonian, wonder- 
ing what to expect next. 

For the’e® Lavy of Oregon—who recently 
blossomed out in brand new dress, modern 
headline style, and colorful, metropolitan 
make-up—liked the hubbub caused by her re- 
juvenation. She decided to get younger and 
younger. 

Each month, each week, almost each day 
sees some new appeal, some new feature, some 
new department. 

Just at the turn of the year, for example, she 
presented exclusively in the Pacific Northwest 
that outstanding journalistic achievement of the 
century —WIREPHOTO service. Now readers 


see clear, perfect reproductions of news photos 
received by wire with the speed of news. News- 
paper readers in only 23 other cities in America 
and in only two other Pacific Coast cities share 
this modern privilege of seeing the news at the 
same time they first read it. The%e® Lavy of 
Oregon marches in the forefront of newspaper 
enterprise. In the Pacific Northwest she paces 
Progress. 

In this the $e@-Lapy of Oregon merely gives 
modern expression to the policies of the 
founder. 

Thirty-four years ago, H. L. Pittock, founder 
and owner, said upon the occasion of The 
Oregonian’s fiftieth anniversary : 
an —".. as Portland grows ,The Oregonian 
} he will grow; its policies in the future, 
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as in the past, will be to keep fully abreast of 
the times and to spare neither expense nor pains 
to give the public the greatest newspaper possible 
in the territory.” 


Firm in the old, sound ideals, with 84 years 
of public service to her credit, and buoyant in 
the new spirit of youth that has encompassed 
her, the @26-Lapy of Oregon zooms on to new 
heights. 


Has her amazing rejuvenation stirred up 
reader interest? Ask anyone in the Pacific 
Northwest! Are advertisers capitalizing this 
magnified reader interest? Note the mounting 
lineage figures! We suggest that you make sure 
The Oregonian is on your media list. Grow 
sales in this rich, active market while the Seek 
Lapy of Oregon grows younger and younger 


OREGONIAN 


PO STL ase. 


OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 


National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, New York, Chicago, Detroit, Los Angeles 
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WIDENS SALES 
TERRITORY OF 
APPLE BRANDY 


Kansas City, Mo., Feb. 7.--In a 
determined effort to make Ameri- 
cans “apple jack conscious,” the 
Speas Mfg. Company has shifted its 
advertising and distribution drive 
for Speas Apple Jack Brandy into 
high gear. 

Retailing at 98 cents a pint, Speas 
brandy is advertised as “good 
whisky’s first real competitor.” It 
is distilled at the Speas plant in 
Sebastopol, Cal., in sufficient vol- 
ume to warrant a low price for a 
quality product, it is said. 

The brandy now has full distribu- 
tion in Missouri, is being introduced 
in Colorado and Minnesota, and may 
be available in all wet states within 
a year. Each territory opened re- 
ceives promotion. 

In Kansas City, the low price and 
high quality appeal was made 
through newspaper, poster and win- 
dow card advertising, when the 
product was introduced here in De- 
cember. 

The introduction of apple brandy 
on a nationwide scale and on a 
volume-price basis from the start 
was the outgrowth of an idea con- 
ceived by Victor Speas, head of the 
company, which has had wide expe- 
rience in volume production. It is 
said to be the world’s largest maker 
of apple products. 

The company has 22 vinegar 
plants from coast to coast and 
makes a major part of the nation’s 
apple cider vinegar. It is also one 
of the largest producers of apple 
pectin products, including Speas 
Confecto-Jel. 

After the Volstead act was re- 
pealed, apple jack sales were low. 
Gin, at one time no more popular 
than apple jack, had risen spectacu- 
larly in public esteem. The prob- 
lem appeared to be the production 
of a high quality, low-priced apple 
jack with a flavor as distinct from 
that of whisky as gin possesses. 


Recalls Old Popularity 


In some Atlantic coast states be- 
fore prohibition, apple jack was 
sold in greater quantities than 
whisky, the Speas company recalled. 
Then, too, apple jack had always 
been popular wherever there were 
apple orchards. There were many 
traditions to aid the movement for 
widespread use of apple jack 
brandy. 

About a year ago, the company 
started its distillery for apple jack 
brandy, aiming at a high quality 
product properly aged in charred 
white oak casks. Meanwhile the 
sales and promotion organization 
was being set up. 

Nate Mnookin, in charge of ad- 
vertising and sales, with headquar- 
ters at Kansas City, is increasing 
his sales force as distribution ex- 
pands. The company’s advertising 
agent is R. J. Potts & Co. 

“Mix any favorite drink you please 
—but be sure the apple jack is 
Speas—good whisky’s first real 
competitor,” Speas advertising de- 
clares. 


Swedish Broadcast 
Service Celebrates 


The Swedish Radio Broadcasting 
Service celebrated its tenth anni- 
versary with a special program last 
month, in which the Minister of 
Communications took part. 

Starting with 40,000 licenses, 
SRBS now lists 730,000 owners of 
licensed receiving sets, considerably 
more than one-tenth of the total pop- 
ulation of Sweden. 


Plans Decoration of 
New “Esquire” Home 


Unique interior decoration is be- 
ing incorporated in the new Eastern 
home of Esquire at 366 Madison Ave., 
New York. G. McStay Jackson, in- 
ternationally known decorator and 
head designer of Home Furnishing 
Arts, is in New York supervising de- 
velopment of the decoration. 


ABC Advertiser 
Membership Rises 


Forty-nine advertisers have ap- 
plied for membership in the Audit 
Bureau of Circulations since Jan. 1, 
when annual dues for advertisers 
were set by the Bureau’s board of di- 
rectors at $40, instead of the previous 
sliding scale of from $60 to $240. 

Applicants include: Addresso- 
graph-Multigraph Corporation; Aetna 
Casualty & Surety Company; Amer- 
ican Stove Company; American 
Type Founders Sales Corporation; 
Bakelite Corporation; Bigelow-San- 
ford Carpet Company, Inc.; The Cen- 
taur Company; Cluett, Peabody & 
Company; Continental Insurance 
Company & Associated Companies; 
Dennison Mfg. Company; 

Du Pont Cellophane Company; The 
Electric Storage Battery Company; 
Elgin Watch Company; Ex-Lax, 


Inc.; General Baking Company; Ger- 
ber Products Company; Health 
Products Corporation; Peter Hender- 
son & Company; Hercules Powder 
Company; 

Insurance Company of North 
America; The International Nickel 
Company; Kraft-Phenix Cheese Com- 
pany; Loose-Wiles Biscuit Company; 
The Mallory Hat Company; Mason- 
ite Corperation; McGraw Electric 
Company, Waters-Genter Division; 
The Mennen Company; Motor Im- 
provements, Inc.; 

The Norwich Pharmacal Company; 
The Pepsodent Company; Perfection 
Stove Company; Premier-Pabst Sales 
Company; The Prudential Insurance 
Company of America; RCA Victor 
Company, Inc.; Remington Arms 
Company, Inc.; R. J. Reynolds To- 
bacco Company; J. E. Rhoads & 
Sons; Salada Tea Company, Inc.; 

Scott Paper Company; E. 


Squibb & Sons; Standard Oil Com- 
pany, (Indiana); Standard Oil Com- 
pany of California; Standard Oil 
Company of New Jersey; Union Car- 
bide Company; The Viscose Com- 
pany; Hiram Walker, Inc.; The 
Wheatena Corporation; Wheeling 
Steel Corporation; W. F. Young, Inc. 


Washing Machine Sales 
Reach New High in ’34 


All-time records for sales of wash- 
ing and ironing machines were bro- 
ken in 1934, when American women 
invested $86,488,125 in those prod- 
ucts, according to price figures for 
84.76 per cent of the industry pro- 
duction reported to the American 
Washing Machine Manufacturers As- 
sociation by Ernst & Ernst, certified 
public accountants. 

Official industry total sales for the 


R.' year were 1,240,284 washers and 


116,069 ironing machines, represent- 
ing increases of 20.6 and 65.8 per 
cent, respectively, over 1933. Total 
washers now in use are estimated at 
9,439,600, equivalent to 46 per cent of 
all wired homes. 


Appoints R. E. Segal 


Robert E. Segal, promotion man- 
ager of the Cincinnati Post, has 
been appointed assistant publisher 
of the Chillicothe, O., Scioto Gazette, 
by Merrit C. Speidel, who recently 
purchased the paper. Mr. Segal will 
assume his new position March 1. 


Shifts Offices 
New York offices of Sports A/field, 
Minneapolis, have been moved from 
608 Graybar Bldg. to Suite 1104, 369 
Lexington Ave. George W. Talbott 
is Eastern advertising manager. 


LOTR ahhh ie 


Re - Here in three highly concentrated areas 
| 4 are the homes of 68% of all resident Cali- 
 fornians — here are 61% of all the automo- 
bile registrations of the State; here 66% 
of all Retail Grocery Sales are 


of the Retail Sales 


are made in 


3 Metropolitan Markets 


of the entire state of 


The Retail Trading Limits of these three 


cities include less than 5!/2% of the actual 

area of California — yet within these limits 
is transacted more than two-thirds of all 
the Retail Business of the entire State. 


made. 
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ADVERTISING AGE 


New Oil Account 
to Gardner-Greist 


First National Brands, Inc., 14 N. 
Franklin St., Chicago, has placed its 
advertising with Gardner-Greist Ad- 
vertising Agency. Victor Fabian 
will be account executive. 

The new organization, formed to 
handle nationally advertised pe- 
troleum products, is headed by Wil- 
liam C. McCreary. 


Appoints Brisacher 


The San Francisco office of Emil 
Brisacher & Staff has been appointed 
to handle the advertising of the 
Phillips Milling Company, maker 
and packer of a line of flour and 
rice products. Advertising plans in- 
clude trade and consumer publica- 
tions. 


Vintners Seek 
Recognition of 


Wine as a Food 


San Francisco, Feb. 7.—In an effort 
to open up wine distribution’ chan- 
nels, still clogged after the first year 
of repeal, grape growers and vint- 
ners this month embarked on a cam- 
paign through the newly formed 
Wine Institute for classification of 
wine as a food, and for relief from 
“excessive taxes, licenses and regu- 
latory red tape.” 

In many states, the Institute points 
out, the consumer is still unable to 
obtain wine at reasonable prices or 


through convenient channels. Blame 
for the condition is attributed to the 
multitude of state, local, and federal 
taxes imposed on the product. 

The Institute’s membership repre 
sents more than one-half of all 
American-made wine now in storage 
in the United States, it is claimed. 
The organization is carrying its re- 
vision program to all states where 
legislatures and beverage control of- 
ficials now are meeting to consider 
revision in their liquor control, tax 
and license systems, 


Cole Leaves Hupp 


Rufus S. Cole has resigned as ex- 
ecutive vice-president and director of 
Hupp Motor Car Corporation, and has 
severed all business connections with 
the corporation. 


Swanberg, Carey Teach 
Advertising Courses 


Stanley Swanberg is conducting a 
course in advertising during the 
spring semester of the University of 
California extension division. A 
course in practical advertising lay- 
outs is also being conducted at the 
division by Paul T. Carey, of Patter- 
son & Sullivan, commercial artists. 


Starts Counselor Service 


Walter N. May, for 11 years with 
the Walgreen Company of Chicago 
in supervisory and merchandising 
capacities, and recently Walgreen ad- 
vertising manager, has established 
his own merchandising counselor 
service with offices at 110 S. Dear- 
born, St., Chicago. He will special- 
ize in the drug field. 


“su This great Three-Point Market can be effec- 
tively and economically merchandised through 
one outstanding evening newspaper in each. city 


IN LOS ANGELES 


The Evening Herald and Express is far and away the 
leading Daily Newspaper, both in Circulation and in 


Volume of Advertising. 


Its tremendous circulation of 266,600 is concentrated 
96%, right in Los Angeles city and suburbs, offering 
the daily newspaper advertiser the lowest milline rate 


in the West for "City Area" coverage. 


Its leadership i in advertising linage among Los: Angeles 
dailies is dominant — and, particularly outstanding in 


classifications pertaining to the "home." 


IN SAN FRANCISCO 


The Call-Bulletin has the largest city circulation of 

all the San Francisco dailies — reaching 65%, of the 

English reading families of the "City Area." It is the 
leading evening paper of Neailities California. Ex- 
perienced advertisers, both Local and National, 
spear-head their San Francisco advertising with The 


Call-Bulletin. 


IN 


OAKLAND 


More than 35%, of all the retail sales made in the Bay 
District are made by Oakland stores—and this mar- 
ket cannot be covered adequately without The 


Post-Fnquirer. 


PAUL BLOCK AND ASSOCIATES - 


_ New YORK. Cuicaco: 


The Post-Enquirer concentrates 96%, of its circulation 
in Oakland and immediate suburbs. It reaches 42%, 
of all the English reading families of Oakland — prac- 

tically unduplicated by any other evening newspaper. 


ALL ARE REPRESENTED NATIONALLY BY . 


DETROIT 


DISPLAYS QUEST 
pe 


DEQDORANT 
POWDER 


The central feature of this display 
stand for Quest, new deodorant 
powder made by the Kotex Com- 
pany, is the tiny container which 
can be carried in the purse. 


KOTEX BEGINS 
SHIPMENTS OF 
NEW DEODORANT 


Chicago, Feb. 7.—With a new 
dispenser, small enough to be car- 
ried in the purse, as a convenient 
aid to the fair sex, Quest, a de- 
odorant powder, will shortly be 
introduced to the public by the 
Kotex Company. The first ship- 
ments will be made on the new 
product during the week of 
Feb. 11. 

The dispenser, which will give 
the druggist two sales instead of 
the one usually made on deodor- 
ants, is expected to prove no less 
intriguing to women than to the 
trade. The powder dispenser, only 
slightly larger than a lipstick, is 
filed with Quest, to be carried in 
purse or bag. It may be refilled 


_|from the regular two-ounce tin. 


Dispenser and powder will sell for 
35 cents each. 

Trade advertising, designed to 
secure quick distribution for the 
new powder, asserts that “the Ko- 
tex name practically guarantees 
that Quest will sell.” It continues 
with this statement: 

“Probably the greatest test of a 
deodorant is its use in connection 
with sanitary napkins. Certainly 
at no other time is a woman more 
conscious of odors, more anxious 
not to offend. It was this angle 
which the Kotex research staff had 
primarily in mind.. Tests prove 
this new type product positively 
deodorizes even in most extreme 
cases.” 


Uses Oxygen Compound 


On the technical side, the adver- 
tisement said: 

“Quest will do anything we say 
it will. Quest actually destroys 
odors. A new formula with an 
oxygen compound hitherto unknown 
makes this possible. It is truly 
oxygen in its most effective state, 
liberated instantly on contacting 
moisture.” 

While advertising plans are in- 
complete, Quest will divide time 
with Kotex on an NBC network five 
days weekly, getting the benefit of 
“The Story of Mary Marlin,” a day- 
time feature. This advertising 
will begin as soon as distribution 
is completed, or in the near fu- 
ture, with shipments starting. 

Lord & Thomas will handle the 
advertising of Quest, in addition to 
Kotex and Kleenex. 


Railroad Picks Boyer 

S. A. Boyer has been appointed 
publicity manager of the New York, 
New Haven & Hartford Railroad, 
with headquarters in New Haven. 
He was formerly in charge of sales 
promotion and publicity for the Bald- 
win Locomotive Works, Philadelphia. 
Leslie H. Tyler continues as special 
representative at New Haven. 
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It’s Up to Advertising 


Henry Wallace, Secretary of Agri- 
culture, told ApverTIsine AGE, in an 
interview published in the February 
2 issue, that his department will be 
sympathetically disposed toward 
practical plans for self-regulation of 
advertising as provided in the Cope- 
land and similar bills now before 
Congress dealing with the food, drugs 
and cosmetics industries. 

While it cannot be stated in ad- 
vance that the department will ac- 
cept any specific plan which may be 
proposed, the attitude of the Secre- 
tary is decidedly encouraging, and 
warrants proceeding with all possi- 
ble speed in the direction of the es- 
tablishment of necessary machinery 
for carrying out plans for self-regu- 
lation. 

Bernard Lichtenberg, chairman of 
the legislative committee of the As- 
sociation of National Advertisers, an- 
nounced in an address in Chicago 
more than a month ago that the 
A. N. A. favors a plan of regulation 
within the industry based on the ac- 
ceptance of responsibility by groups 
of mediums. This coincides with 
suggestions of the Advertising Fed- 
eration of America and with the pro- 
gram which has been presented for 
more than a year by ADVERTISING 
AGE. 

There are two extremely good 
reasons for losing no more time than 
necessary in organizing for self- 
regulation now. One is that if a bill 
containing provisions for the accept- 
ance of such a plan is enacted into 


law, advertising interests will be pre- 
pared immediately to take advantage 
of this privilege, and to avoid any 
embarrassment due to lack of accept- 
able facilities for the supervision 
and regulation of advertising. 

The other is that in the event that 
pending legislation proves to be un- 
acceptable to advertisers, their de- 
fense against its enactment will be 
immensely strengthened if they can 
point to measures already adopted 
for effective self-regulation. The 
proprietary group has an interesting 
record of housecleaning to which 
they can point with pride, and simil- 
lar actions by publishers and other 
groups of mediums would make a 
still more impressive story. 

If it turns out that no bill cover- 
ing the food, drug and cosmetics in- 
dustries is enacted at this session of 
Congress, and that advertising will 
have another breathing-spell in which 
to organize for effective regulation, 
then the work done at this time will 
be most valuable, since it will es- 
tablish sound foundations for perma- 
nent work in this field. 

From all standpoints, it seems to 
us, advertising interests have every 
reason to move forward with expedi- 
tion—to convince legislators and the 
public that advertising is not only 
capable of effective self-regulation, 
but will provide it whether or not 
the Copeland bill or some similar 
measure now before Congress be- 
comes law. Action now will be 
doubly valuable. 


Twenty-Five Years of the Better 
Business Bureaus 


The Minneapolis Advertising Club, 
of which Wayne C. Kilbourne is 
president, is proud of its distinction 
as the home of the first better busi- 
ness bureau in America. The twenty- 
fifth anniversary of its establishment 
will be celebrated shortly, providing 
an occasion for the review of the 
great work which has been done na- 
tionally and locally through better 
business bureaus. 

The Associated Advertising Clubs 
of America, now the Advertising 
Federation of America, started the 
Truth in Advertising movement, 
which later was crystallized in the 
work of the National Vigilance Com- 
mittee. Minneapolis was the first 
city to establish a local better busi- 
ness bureau to carry out the policies 
advocated by the National Vigilance 
Committee, Numerous other cities 
saw the advantages of protecting the 
public against dishonest advertising 
and fraudulent merchandising prac- 
tices, and as the work developed 
the National Vigilance Committee 


was changed to the National Better 
Business Bureau, an independent 
organization supported by but en- 
tirely separate from any specific 
advertising interest. 

We believe that the better business 
bureau idea is the best example that 
could be presented of the possibili- 
ties of effective policing of an indus- 
try. Most advertisers and most 
business men are honest, and with 
the publishers who depend upon 
legitimate advertising for their reve 
nues, they have a stake in keeping 
advertising and merchandising prac- 
tices clean. 

Because the better business bureaus 
have found it possible witn the aid 
of laws now in effect to eliminate 
most of the bad practices which for- 
merly prevailed, we believe that 
their view can be submitted as defi- 
nite proof of the desire and ability 
of advertisers and other business 
men voluntarily to regulate them- 
selves in the interest of the public 
and of all honest business. 


Bliss 


Vy 


Z, CHINESE 
LAUNDRY 


—Chicago Herald & Examiner. 


"Beg pardon, but are you striking or advertising?" 


Voice of the Advertiser 


Cartoon Copy Aids 


Greyhound Bus Lines 

To the Editor: We are enclosing 
proofs of 13 cartoon-style advertise- 
ments used in Dallas newspapers for 
our client, Greyhound Lines. 

Briefly, the purpose of the series 
was this: There was a new bus ter- 
minal opening in Dallas publicizing 
itself as the Union Bus Terminal, 
and in order to prevent any con- 
fusion as to just which was the Grey- 
hound Terminal, we used this series. 

That we might have a definite 
check on the results of this style of 
advertising, we made a survey at the 
beginning of the series, which re- 
vealed that 60 per cent of the people 


ACVL Y 
GREYHOUNE 


of Dallas could not definitely state 
where the Greyhound Terminal was, 
while 40 per cent were able to place 
it definitely. 

After a 30-day period, in which the 
Dallas newspapers received 15 inser- 
tions, our second survey showed that 
these figures were practically re- 
versed; that is to say, 61 per cent 
of those people interviewed (a cross- 
section of Dallas—500 homes inter- 
viewed) knew where the Terminal 
was and 39 per cent did not. 

We thought that possibly this 
might be of interest to your readers. 

Pau. H. LEEcuH, 
Manager, Dallas Office, Beaumont 
and Hohman, Dallas, Tex. 
vvy 


Wants Complete File 


On Information Column 
To the Editor: Do you, by any 
chance, have a summary of your 
“Information for Advertisers” col- 
umns which have been published in 
the past? We would like to have as 


near the complete list as possible but 
don’t want to mutilate our file copies 
of ADVERTISING AGE in order to ac- 
complish this. 

If you do put up all this informa- 
tion in convenient form, we would 
certainly appreciate your sending us 
a copy. 

R. W. HARRISON, 
The Cramer-Krasselt Company, 
Milwaukee, Wis. 

[Editor’s Note: ADVERTISING AGE 
maintains a card index of every item 
listed in the “Information for Adver- 
tisers” department, but has no list 
which can be supplied to readers.] 

vvy 
Artists Organize to 
Fight Illinois Tax 

To the Editor: It was with great 
interest that I read the article relat- 
ing to the advertising agencies’ pro- 
test to the Illinois occupational tax, 
which you carried in your issue of 
Jan. 12. 

In view of the contents of this 
article, I feel that you will be inter- 
ested to know that this same tax has 
been responsible for bringing prac- 
tically all the important artists and 
studios together in one group for a 
similar purpose. J. F. Strouse, presi- 
dent of Palenske-Young, is president 
of our group. R. D. Becker of Vogue- 
Wright Studios is vice-president; F. 
L. Thompson, Carnahan-Hanson Com- 
pany, is treasurer; J. F. Koopman, 
J. W. Gatenby, Jr., and O. W. 
Schoeneberg are members of the 
board of directors, and I am serving 
as secretary. 

We have progressed to the point 
where our association’s attorney, S. 
A. Rinella, has filed an injunction 
suit in the circuit court of Cook 
County, on behalf of our members. 

In so far as this tax is concerned, 
it is our contention that art work 
for reproduction is the rendering of 
professional services and not tangible 
merchandise. Furthermore, art work 
for reproduction is not the final prod- 
uct but only the initial step in the 
production of advertising. 

Besides protecting our members 
against this unwarranted tax, there 
are also plans afoot for enlarging the 
scope of usefulness of this associa- 
tion. 

P. D. CASTONIER, 
Secretary, The Associated Artists and 
Studios of Illinois, Chicago. 


agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 703. 200 Proof Data Bottled Dec. 


5, 1934. 


The Syracuse, N. Y., Post-Standard 
has compiled this booklet, which ex- 
Plains “what every young man 
should know...who plans to sell 
liquor or wine in Syracuse and cen- 
tral New York.” Wholesalers and 
retailers are listed by towns and 
counties. 


No. 704. America’s Little House. 


Published by Better Homes in 
America, Inc., this illustrated book- 
let describes the model home which 
that organization built in 1934 with 
the cooperation of the Columbia 
Broadcasting System, at 39th St. and 
Park Ave., New York, as a home and 
garden demonstration. It also lists 
manufacturers, prices, and retail 
places of purchase, of the products 
selected for the house. 


No. 705. Newspaper Reading Habits 
of New Car Purchasers in Iowa. 


For the first nine months of 1934, 
31,046 new car sales were registered 
in Iowa. Questionnaires revealed the 
names of daily and Sunday news- 
papers regularly read by 8,270 of 
those buyers. The Des Moines Reg- 
ister & Tribune has compiled the sur- 
vey findings. 


No. 706. Circulation of Household 
Magazine. 


A monograph showing circulation 
distribution of Household Magazine 
and eight other publications, in cities 
and towns over and under 10,000, and 
by geographical areas. 


No. 707. Oil Heat. 


A study of the oil burner industry 
market by Oil Heat, tracing the 
development and distribution of the 
industry. The booklet also describes 
results obtained by the publication’s 
advertisers. 


No. 708. Good Housekeeping Cele- 
brates Its 50th Anniversary. 


The editorial bill of fare for the 
May, 1935, issue of Good Housekeep- 
ing is offered for inspection in this 
brochure, as well as special services 
available to advertisers in the golden 
anniversary number. Among edi- 
torial features will be an article re- 
viewing the history of advertising 
over the past 50 years, designed as 
a “timely and sound rebuttal to the 
unreasoning critics of advertising 
and advertised merchandise.” 


No. 710. Basic Facts to Remember 
in the Successful Cultivation of 
School Business. 


This booklet, issued by The Na- 
tion’s Schools, interprets school facts 
and statistics for the advertiser, and 
includes statistics of state distribu- 
tion of public school buildings and 
enrollments. 


No. 711. Trends in Agriculture for 
Five Years. 


The research department of Mid- 
west Farm Papers makes available, 
in graph form, statistics on the 
trends in agriculture for five years, 
with 1930 as base. The study covers 
farm income, retail prices of goods 
farmers buy, and sales of general 
merchandise in small towns and ru- 
ral areas, among other topics. 


No. 681. Two, Years— Three Maga- 
zines in One. 


McCall’s “Three Magazines in One” 
makeup was introduced two years 
ago. This portfolio describes adver- 
tisers’ and readers’ reaction to the 
innovation, furnishes statistics on ad- 
vertising lineage, newsstand sales, 
requests for editorial service ma- 
terial, etc., and reveals results of 
surveys of reader interest in edi- 


torial features. 
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SURANG ME! 


where advertisers need it 


. pene managers know that advertising 
is part of selling. Sales managers know the 


closer it parallels sales effort, the better it works. 


THIS WEEK goes hand in hand with salesmen. Its 
circulation is concentrated where the business is 
done. It supports the dealers who sell the most 


goods. 


A full-fledged weekly magazine distributed with 
Sunday newspapers, THIS WEEK combines the 
speed and sales pressure of the newspaper with 
the sustained sales power and the full reproduction 


facilities of the magazine. 


Pardon our statistics, but THIS WEEK reaches 
more than 4,000,000 families; over 3,000,000 (prac- 
tically one out of every three families) in the 21 cities 


and their trading zones where 50.9% of the retail 


THAIS 


A Powerful Sales Force in America’s 


business of the “A” Market* is done. That’s three to 


five times as many as the leading national magazines. 


This is the major portion of the circulation. In 
addition, there is a round million families in 
the supporting territory, families sufficiently con- 
centrated to be a real sales influence. That’s what 


we mean by balanced circulation. 


THIS WEEK is strong where other magazines are 
weak. Its concentration in the sales centers permits 
balanced advertising . . . advertising which sup- 


ports dealers and salesmen where they sell... 


advertising which works for a living. 


America’s "A” market—and yours— 
the buying states east of the Rockies 
where nine out of ten Americans live; 
where 88% of the retail business is done. 


EEK 


Market 


ATLANTA, BALTIMORE, BIRMINGHAM, BOSTON, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, DALLAS, DETROIT, INDIANAPOLIS, MEMPHIS, MILWAUKEE, MINNEAPOLIS, NEW ORLEANS, NEW YORK, OMAHA, PHILADELPHIA, PITTSBURGH, ST. LOUIS, WASHINGTON 


420 LEXINGTON AVE., NEW YORK 


CHICAGO: 360 N. MICHIGAN AVENUE 
DETROIT; GENERAL MOTORS BLDG. 


SAN FRANCISCO: 111 SUTTER STREET 
LOS ANGELES: LINCOLN BUILDING 
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NRA Code Forces 
Kroger Shift to 
Coffee Contest 


Cincinnati, O., Feb. 7——With free 
food for a family for five years as 
first prize, a new contest based on 
letters telling “Why I Like Kro- 
ger’s Hot-Dated Coffee” has just 
been launched by the Kroger 
Grocery and Baking Company to 
supplant a similar Country Club 
bread contest, which ran into a 
stone wall of NRA code restric- 
tions. 

The company dropped the bread 
contest, Kroger officials stated this 
week, when it was pointed out that 
any kind of a contest involving 
bakery products does not conform 
with the bakers’ code, drafted un- 
der NRA administration. 

As in the case of the ill-fated 
Country Club bread contest, prizes 
in the coffee contest are unique in 
character. First prize consists of 
free food for an average-sized fam- 
ily for five years. Second prize is 
free food for two and one-half 
years, and third prize free food for 
one year. In addition, 1,411 other 
prizes are offered. Letters already 


written in the bread contest are 
to be considered in awarding the 
prizes. 

Many letters and telegrams, com- 
plimenting the company for its co- 
operation with the national admin- 
istration, were received as a result 
of the bread contest cancellation, 
the chain declares. 

“On behalf of the bakers’ code 
authority, many thanks for the fine 
spirit of cooperation shown in with- 
drawing bread contest,” wired 
Henry Stude, Chicago, chairman of 
the National Bakers’ Council, code 
authority for the baking industry. 
“One act like this does more to 
prove business unity than a million 
words, spoken or written.” Another 
to congratulate the company on its 
attitude was M. Lee Marshall, 
chairman of the board of directors 
of Continental Baking Company. 


Young Named Manager 


Hal G. Young has been made ad- 
vertising manager of the Jasper, Ala., 
Mountain Eagle, to succeed Ed Pierce, 
who recently joined the Jasper Ad- 
vertiser. 


Wheaton To Agency 


William E. Wheaton, for ten years 
in the agency field, has joined Badger 
and Browning & Hersey, Inc., New 
York, as art director. 


“Baltimore American” & 
“News-Post” Gain Lineage 


In the tabulation of 1933 and 1934 
lineage totals for the first 50 news- 
papers in the United States, which 
appeared in the Jan. 19 issue of Ap- 
VERTISING AGE, the 1933 total for 
Baltimore American and News-Post 
was incorrectly given as 12,621,708 
lines when it should have been 8,- 
256,296 lines. 

The 1934 total given in the tabula- 
tion as 12,535,783 is correct, so that 
the publications’ gain over 1933 was 
4,279,487 lines. The incorrect figures 
given in the Jan. 19 issue indicated 
a loss. 


Scott Enlarges Duties 


F. E. Scott, who was recently ap- 
pointed general sales manager of 
John F. Jelke Company, Chicago, has 
now taken over complete charge of 
the company’s advertising depart- 
ment as well. W. H. Aaron, Jr., will 
work under him as assistant adver- 
tising manager. 


Will Honor Retailers 


The Russell Rottger award, to be 
given annually to the Indianapolis 
retail firm originating and conduct- 
ing the best advertising campaign in 
an Indianapolis newspaper, has been 
established by the Indianapolis Ad- 
vertising Club as a memorial to Mr. 
Rottger, a former president of the 
club. 


A Suit Doesn't Do the Job 


Unless 


lt Gives 


Adequate Coverage 


The same holds true with publications. And especially so 
in the Meat Packing and Allied Industries. 


Group buying is the practice in the Nation’s First In- 
dustry. Group buying means that coverage of managing 
and operating executives is necessary for successful sell- 
ing. THe NATIONAL PROVISIONER gives you complete 
coverage of the important men in the industry. It is the 
only publication that does,—because it is the only publi- 
cation that is specifically edited to interest executives in 


all departments. 


The meat packing industry has maintained production, produced profits 
and kept up purchases without interruption. 
bigger year from the standpoint of plant modernization and improvement. 


And 1935 will be an even 


Executives in the industry are looking for equipment, ideas and methods 
that will make possible new efficiency, new economy and new profits. They 


want to know—now— what you have to offer. 


Tell them through 


THE NATIONAL PRovIsIONER, the guiding hand of the wmdustry for 45 


years! 


- Prov 


300 Madison Ave. 
New York City 


THE MAGAZINE OF THE 


ATIONAL 


sioner 


Meat Packing and Allied Industries 


407 S. Dearborn Street, Chicago 


@ i 


1031 S. Broadway 
Los Angeles, Cal. 


LARGE DRIVE ON 
INGERSOLL AERO 
WATCH PLANNED 


Predict Sales Will Rival 
Mickey Mouse Record 


Waterbury, Conn., Feb. 7.—A new 
“streamlined” Aero wrist watch, 
which is expected to rival Ingersoll’s 
Mickey Mouse time-piece as a mass 
seller, will be the object of intensive 
promotion this spring by the Inger- 
soll-Waterbury Company. 

The first announcement of the new 
item in consumer mediums will ap- 
pear in the Saturday Evening Post 
March 30. Copy will stress the small 
size, smart design and special fea- 
tures of the watch, said to be un- 
usual in the low price field. The 
“streamlining” angle will be empha- 
sized through a tie-up between the 
trade-name “Aero” and illustrations 
of airplanes. 

A careful study of the retail watch 
market preceded introduction of the 
new model. It will appear in two 
versions, plain and fancy, to suit two 
groups of consumers. Buyers will be 
given their choice of a new sweat- 
proof leather strap or a stainless 
metal band. The Aero is described 
as the only low-priced watch boast- 
ing a second hand. 

Point - of - purchase material de- 
veloped by Ingersoll for use with the 
new model includes a number of un- 
usual display pieces. Outstanding is 
a wooden display rack in tones of 
blue, topped by a vermilion-colored 
airplane. The case is large enough to 
display not only the new Aero watch, 
but other Ingersoll watches and 
clocks as well. 

Also available to dealers is a large 
window set-up repeating the same 
reds and blues. Accompanying this 
are cut-out paper airplanes in vari- 
ous blues which can be pasted on 


windows. For stores unable to give 
space to a large display, a smaller 
edition of the set-up has been pre- 
pared. 

The company has always been ac- 
tive in developing sales helps for its 
dealers. A counter stand for display 
of the company’s entire line, made 
available last year, proved exception- 
ally successful. 

The prediction that the Aero model 
will prove to be “another Mickey 
Mouse” indicates that the company 
is confident that the new watch will 
be a sensational seller, because more 
than 2,000,000 of the Mickey Mouse 
watches have been sold. Since the 
original company was established 
many years ago, its production of all 
types of watches has passed the hun- 
dred million mark. The new Aero 
watch is priced to retail at $2.95. 


H. J. Greig Joins 
Southwest Network 


H. J. Greig, formerly president of 
Greig, Blair & Spight, Inc., radio sta- 
tion representative, has joined the 
Southwest Broadcasting System as 
commercial manager, with offices at 
Fort Worth, Tex. Greig, Blair & 
Spight will continue to represent 
SBS. 

Lewis Lacey, formerly manager of 
KTSA, SBS station in San Antonio, 
has been appointed program director 
of the network, with offices at KTAT, 
Fort Worth. L. L. Jaquier, formerly 
commercial manager of WKBF, In- 
dianapolis, will succeed Mr. Lacey at 
KTSA, 


Armer Re-elected Head 
of Southwest Network 


Lee H. Armer was re-elected presi- 
dent and A. P. Barrett was re-elected 
chairman of the board at the annual 
meeting of the Southwest Broadcast- 
ing System stockholders at Fort 
Worth, Tex., last week. 

A. Earl Cullom, Jr., Fort Worth, 
was named vice-president, and George 
W. Johnson, Fort Worth, was named 
treasurer. Mr. Cullom, Mr. Johnson, 
and Col. R. M. Shaw, Oklahoma City, 
Okla., were elected directors. David 
Straiton, Fort Worth, was elected 
secretary and assistant treasurer. 


Corbett Joins Fawn Art 

Thomas A. Corbett has joined the 
New York staff of Fawn Art Studios, 
Inc. 


America’s Oldest 
Holstein Herd 


on Farm of a 


Subseriber to 


the Dairymen’s League News 


In 1869, Gerrit S. Miller, now in his 90th year, imported 53 
Holstein-Friesian cattle from Holland. The present cows on the 
Miller Farm are descendants of this original imported herd. 


It is significant that a Dairymen’s League sign hangs over the 


barn door on this historic farm. 


Today, more than a million cows,—Holsteins, Guernseys, Jer- 
seys and Ayrshires—make up the 50,000 herds owned by sub- 
scribers to the Dairymen’s League News. 


The pioneering spirit which animated Gerrit Miller still impels 
the dairymen of the New York Milk Shed to seek new and better 


products and methods, 


You can reach these forward-looking dairymen most economi- 
eally through their organization paper. 


Ask our Business Manager for facts and figures. 


DAIRYMEN’S LEAGUE NEWS 


New Yerk 
11 W. 42nd St. 
R. L. Culver, Bus. Mer. 
Tel, PEnn. 6-4760 


Chicago 
10 So. LaSalle St. 
J. A. Meyer 
Tel. Franklin 1429 


“The Dairy Paper of the New York Milk Shed” 
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PATIENT MEN are the English 
Bobbies. For thirty years and more 
they have turned away thousands of 
British and American pilgrims who 
seek a number that does not exist... 
that never did exist...on stolid Baker 
Street in foggy London Town. 

Probably no address in that his- 
toric city, not excepting Bucking- 
ham Palace or Number 10 Down- 
ing Street, is so real and genuine 
in the minds of thousands of men 
and women as this mythical resi- 
dence of a fictitious man. 

For here lived Sherlock Holmes, 
whose adventures gave millions of 
readers such definite impressions of 
English life and customs that this 
creature of Conan Doyle’s Great 
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“The most influential books, and 
the truest in their influence are works 
of Fiction,’ said Robert Louis Stevenson. 
‘They re-arrange, they repeat, they 
clarify the lessons of life’’ 


Fiction became an acknowledged in- 
terpreter of a nation’s characteristics. 

Fiction, says Dr. F. H. Lund in 
his book Emotions of Men, must stir 
and stimulate internal desires before 
it releases them for action. 

In sharing the adventures of Sher- 
lock Holmes from 4 Study in Scarlet 
to His Last Bow only the stodgiest 
reader could fail to have his emo- 
tions aroused... his desires stimulated. 

Only a wooden man could resist 
some practical response to the sug- 
gestions of fore-and-aft caps, rain 
coats, slippers, bull dog pipes, shag 


tobacco and dressing gowns which 
formed the background of Holmes’s 
fascinating activities. 

The most stimulating...the most 
profitable...background for Effective 
Advertising is Great Fiction. Men 
who sell know its power. Since, by 
critical appraisal, Cosmopolitan pub- 
lishes more Great Fiction per issue 
than any other magazine, it is evi- 
dent that Cosmopolitan offers adver- 
tisers a higher sales potential. 

The growing appreciation of emo- 
tion’s power by large advertisers, and 
its published acceptance by leading 
agencies is reflected in Cosmopoli- 
tan’s increasing importance...by its 
unique two years record of gains in 
revenue and lineage. 


Cosmopolitan 
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The Frustrated 
Forties 


In an intimate article in the 
March issue of Physical Cul- 
ture, the Personal Problem 
Magazine, a beautiful woman 
reveals the frustrations which 
so often accompany those 
trying years when youth is 
fading. Married to a man 
some years her senior, she 
tells of her sufferings and 
struggles in a frank manner 
that commands the attention 
of thousands of other women 
in a similar dilemma. 


There is no glossing over. 
This particular article is a 
straight forward account of 
an actual personal experi- 
ence. It is crammed with au- 
thoritative advice — exactly 
the type of helpful informa- 
tion and guidance which 
those with personal problems 
of their own want. 


And who hasn’t a personal 
problem? Everybody has. 
That is why this personal 
problem editorial theme has 
secured for Physical Culture 
a potent, loyal and respon- 
sive audience of more than a 
quarter of a million families. 
Furthermore, the personal 
problem theme has made 
Physical Culture a magazine 
actually read by every mem- 
ber of the family. Mother, 
father, Junior, sister and 
even Aunt Belinda. 


Not only is this all family 
Physical Culture audience 
most responsive to the edi- 
torial appeal but also to the 
advertising copy which ap- 
pears regularly in our book. 
How do we know? Recent 
surveys on certain food prod- 
ucts by well known research 
organizations prove conclu- 
sively that Physical Culture 
readers when compared with 
the subscribers of some of the 
leading women’s magazines 
are several times more sus- 
ceptible to advertising. 


CONSUMERS HEAR 
SAFEWAY SIDE OF 
MILK PRICE WAR 


Chain Buys Space in Scores 
of California Papers 


San Francisco, Cal., Feb. 7.—‘For 
two cents I’d knock his block off,” 
is the old saying, and for two cents 
Safeway Stores in California are try- 
ing to do that very thing to “certain 
interests” in the California milk in- 
dustry, by means of an extensive ad- 
vertising campaign as violent as any 
ever waged in this state. 

For fifteen years milk dealers in 
California have operated under a 
two-cent price differential between 
the store and home delivered price 
of bottled milk. 

Proposed legislation scheduled for 
presentation before the California 
legislature some time this spring or 
summer would establish a milk con- 
trol board, one of whose functions 
would be the ending of this differ- 
ential. 

Sponsors of the act feel that such 
a board would eliminate recurrent 
price wars, and exert a beneficial in- 
fluence on the entire milk structure. 

Safeway, however, visualizes a 
threat of lower prices to producers, 
reduced sales volume for the retail 
grocer, and higher costs to the con- 
sumer. To block this proposed act, 
Safeway is waging a militant cru- 
sade in 48 newspapers and a com- 
plete list of agricultural, grocers’, 
and dairy magazines throughout Cali- 
fornia, 


Heavy Blasts Released 


The gist of these blasts is: 
“Milk users and milk producers face 
this danger together... . Higher milk 
costs for city families and lower milk 
prices for dairy farmers threaten 
California.” 

“For a long time Californians have 
had their choice of two ways to buy 
milk,” it is stated. “Those willing 
to pay extra for it could get milk de- 
livered to their doorsteps. The rest 
could pick up fresh milk of highest 
auality at their food stores and save 
this delivery cost. 

“In the guise of ‘helping the pro- 
ducer’ certain interests now seek to 
upset this system. These interests 
would like to force the high, door- 
step-delivered milk price upon every- 
body. Where the difference is 
two cents a quart, as in most cities, 
this would add practically $15 a year 
to the milk bill of a family using 
two quarts a day. Safeway be- 
lieves that milk producers and milk 
users will face the common danger 
together and advise their legislators 
to help defeat these proposals.” 

Under a screaming caption “Who 
starts milk wars in California?” an- 
other advertisement states: “Judge 
these facts for yourself. Suppose 
bread were delivered each day to the 
doorstep, all by itself in special 
trucks. It would cost far more than 
it does now. It’s that way with milk, 
too. Milk sold at grocery stores is 
lower in price . . . it shares a single 
distributing expense with vegetables, 
eanned goods and other foods. This 
distribution expense per quart of 
milk is very low. So farmers can 
be paid a fair price and consumers 
can enjoy real money savings. Milk 
delivered to the doorstep on the other 
hand has to stand practically by it- 
self the high cost of delivering just 
one single type of food at a time. 
This milk naturally costs the con- 
sumer more money.” 


Independents Join 


In each advertisement is a boxed 
statement of Safeway’s version of a 
“sound economic milk program for 
California” appearing over the state- 
ment that, “the California Retail 
Grocers’ and Merchants’ Association 
and Safeway Stores are in agreement 
upon the principles of this platform.” 

This is believed to be the first time 
that an independent grocers’ associa- 
tion has ever coupled its name with 


OLD MAN WEATHER COMES TO ADVERTISER'S AID 


Smiling skies! Warm lozy 
days! Balmy moon.lit nights! 
Out-of-doors pleasures! Just 
o@ day or two away in Cal- 
ifornia — where it's summer- 
time in winter! And it's not 
expensive either 
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BERTH & MEALS 


Fares South to summer on 
great “Alexander” liners are 
ly red ble and 
living costs in the South are 
less than at home. Buy your- 
self a spell of summer—Now! 
You'll be better for it! 
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BERTH & MEALS 


Phote Courtesy All Yeor Club 


1300 FOURTH AVENUE (Corner University) , Telephone ELiot 2068 


1021 Pacific Avenue, TACOMA 


City Dock, BREMERTON 


1212 Cornwall St., BELLINGHAM — 1517 Hewitt Avenue, EVERETT 


PACIFIC STEAMSHIP LINES 


During the past week, when the Pacific Northwest was suffering from 
its worst weather in a decade, Pacific Steamship Lines advertisements 


like this gained more than ordinary attention. 


How. J. Ryan and 


Associates, Seattle, are the agency. 


that of a corporate chain store organ- 
ization. 

This series appears on the heels of 
a campaign recently released by Safe- 
way, advertising Lucerne Dairyland 
milk, a product sold exclusively by 
Safeway, Piggly Wiggly, and Mc- 
Marr stores, all outlets of the Safe- 
way organization. This campaign 
makes no mention of the company’s 
own brand of milk, however. 

The campaign, under the direction 
of the San Francisco office of J. 
Walter Thompson, is planned to con- 
tinue until the proposed act is ac- 
cepted or rejected by the California 
legislature. 


N. Y. U. Adds Retail 
and Foreign Courses 


Three new advertising courses and 
one on international trade are offered 
by New York University for the 
spring semester. 

L. W. Weddell, director of foreign 
advertising, Erwin, Wasey & Co., will 
give an evening course on foreign 
advertising, covering the various 
steps American manufacturers take 
in presenting products through for- 
eign mediums. 

Ira A. Hirschmann, vice-president. 
Saks-Fifth Avenue, will emphasize 
specialty goods and exclusive mer- 
chandise in his course on retail copy- 
writing. William Howard, director 
of publicity, Gimbel Brothers, also 
will give a course on retail advertis- 
ing, taking up choice of mediums, 
selection of illustrations, copywriting, 
etc. 

Ferdinand Meyer Labastille, once 
overseas representative for General 
Motors Corporation and also for the 
Auburn Automobile Company, will 
stress raw materials in international 
trade, exchanges, etc. 


Pick George Smith 


George Smith, formerly engaged in 
sales promotion work for Harper 
Standard Engraving Company, Dal- 
las, Tex., has been named advertis- 
ing manager for The Southwestern 
Purchaser and Southwestern Adver- 
tising. Tower Petroleum Bldg., Dal- 
las. 


Joins Agency 
F. H. Gray, formerly with the Na- 
tional Lead Company doing publicity 
and editing “Dutch Boy Painter,” has 
joined Benton & Bowles, Inc., New 
York, in the publicity department. 


Fensholt Moves 


Fensholt Company, Chicago agency, 
has moved to 360 N. Michigan Ave. 
The telephone number, 


Randolph 


1671, is unchanged. 


Starts Candy Paper 

Confectioners News has been estab- 
lished by the Confectioners Journal 
Publishing Company, Philadelphia, as 
a companion publication to Confec- 
tioners Journal. The new publication 
for the present will be issued 
monthly. It will have a free con- 
trolled circulation of 10,000 copies to 
candy jobbers, tobacco jobbers, and 
other candy outlets. 


Insane Moth 
Series Back; 
Prevues Held 


Chicago, Feb. 7.—“The Adventures 
of Wooley-the-Moth,” which is no 
more rational than “Alice in Wonder- 
land,” and received the same kind of 
reception accorded that classic, will 
return to the air March 7 in behalf 
of Enoz Chemical Company and its 
insecticide. 

An interesting angle to the new 
series is that before it makes its de- 
but on the National Broadcasting 
Company’s networks, it will have a 
“prevue” over WENR, Chicago. While 
present plans do not embrace the 
idea of studio audiences, lovers of 
“screwy” songs and ideas are being 
quietly tipped off that they may have 
a special treat by tuning in on the 
Chicago station every Thursday at 
5:15. 

The first of these “prevues” took 
place today, with some hilarious ad- 
ventures that left the radio audience 
looking forward to the next appear- 
ance of the predatory Wooley. 

Hal Raynor, who writes many Joe 
Penner songs and verses, is collabor- 
ating on the moth series. Raynor is 
a former Episcopalian minister who 
married a show girl and turned 
writer. 

McJunkin Advertising Company, 
Chicago, handles the Enoz account, 
W. W. Garrison being account ex- 
ecutive. 


Tissue Drive to Start 


An advertising campaign for Zee 
‘and Zalo toilet tissues, made by the 
Comfort Paper Corporation, San 
Francisco, will soon be launched in 


~| metropolitan newspapers on the Pa- 


cific coast. The San Francisco office 
of Emil Brisacher and Staff is in 
charge. 


Thermoid Buys Property 


Thermoid Rubber Company, Tren- 
ton, N. J., has acquired the property 
at Trenton formerly owned by the 
Roller Bearing Company of America, 
which will continue in its present 
quarters as tenant of Thermoid. 
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SBS network is proud that 8 of its 
stations out of 12 markets covered 


are also CBS affiliates! 


. This guarantee of Columbia program excellence gives 
double assurance that the majority of Southwestern radio 


homes are regularly tuned to 


SBS Stations! 


. And SBS makes no apologies for its non-Columbia 


Stations! Three of them hav 


e no local-station competition 


—and the other is a "bear cat’ that handles competition 
without national chain affiliations! 
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AIDS THE TREASURY 


TEXAS MAY 
VOTE ON 
REPEAL:1935 
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While this full-page newspaper 
advertisement, which ran in Texas 
dailies last week, was paid for by 
"friends of submission," who are 
urging a definite vote on repeal 
of the state dry laws, it will prob- 
ably benefit the state's coffers 
considerably by inducing otherwise 
hesitant voters to pay their poll 
tax. ° 


CAKE, PIE AND 
BISCUITS ARE 
FORMAY THEMES 


Los Angeles, Cal., Feb. 7.—In cele- 
bration of the fourth birthday of 
Formay, Swift’s Western-born short- 
ening product, the Los Angeles plant 
of Swift & Co. has launched its 1935 
Formay advertising campaign on the 
Pacific coast. 

The initial newspaper copy which 
appeared Jan. 27 in six coast papers 
and which consisted of three column, 
12-inch advertisements, is to be fol- 
lowed by an _ increased schedule 
throughout the year, Swift officials 
stated. For three Sundays the copy 
theme of the newspaper advertising 
will be cake; then it will shift to 
biscuits, and finally to pie. 

A Formay four-color page is being 
run in the February issue of Sunset 
Magazine. Cocoanut cake is tempt- 
ingly illustrated, the copy describing 
the making of this cake with For- 
may. 

A new poster in full color has been 
placed on the boards. It also pic- 
tures cocoanut cake made with For- 
may. These posters will reach more 
than a million people daily for two 
months, it is estimated. 


Featured in Radio 


The radio phase of the campaign 
will again feature “Al Pearce and 
His Gang,” who have been with For- 
may ever since the product was in- 
troduced. During their broadcast, 
“Al Pearce’s Good Food Club” will 
be inaugurated and a $500 Formay 
cake-naming contest will be an- 
nounced. More than 225 prizes will 
be offered, awards to be made 
March 12. 

Display pieces giving details of 
the Formay contest will be placed in 
retail stores up and down the coast 
as a part of the merchandising drive. 

The Los Angeles office of J. Walter 
Thompson Company has charge of 
the campaign. 


Broadcasters to Meet 
in Colorado Springs 


Colorado Springs, Colo., has been 
selected for the 13th annual conven- 
tion of the National Association of 
Broadcasters, which wiil be held July 
6-10. 

Edwin M. Spence, general manager 
of WPG, Atlantic City, N. J., has 
been named general chairman of the 
convention committee. 


Name Warner-Clifton 


Braun-Knecht & Heimann, makers 
and distributors of chemical supplies 
and laboratory apparatus, have ap- 
pointed Warner-Clifton, San Fran- 


cisco advertising agency, to conduct 
a trade publication and direct mail 
campaign. 


Blitz & Short Form 


Agency in Portland 


Arnold Blitz, Jr., formerly in the 
agency business under his own name, 
and Hal E. Short, formerly with 
George MacMurphy Agency and Chet 
Crank, Inc., have organized Blitz & 
Short, a new agency. 

Offices are in the Rothchild Bldg., 
Portland, Ore. 


Name Jack Hutchison 
Jack Hutchison has been made 
West coast manager of MacManus, 
John & Adams, Inc., Detroit adver- 
tising agency with offices in the Sut- 
ter Bldg., San Francisco. For the 
past several years Mr. Hutchison has 
been associated with the Handy Film 
Company, producer of commercial 
sound pictures. Formerly he had 
been associated with MacManus, Inc., 

joining that organization in 1927. 


Streamline Golf 


Ball Gets Play 
In NewCampaign 


New York, Feb. 7.—Stowe-Wood- 
ward, Inc., Newton Upper Falls, 
Mass., will soon launch a campaign 
on a new product which will add to 
the growing consumer consciousness 
of streamlining and tend more thor- 
oughly to establish 1935 as “the 
streamline year.” 

The company this week announced 
a streamlined golf ball, said to be 
the first in the field. It will be known 
as the Burbank Streamline, since it 
was conceived by a relative of the 
man who took the seeds out of 


grapefruit. Edward J. Hughes, Jr., 
Inc., New York, is the sales agent. 

Donahue & Coe, Inc., the firm’s 
advertising agency, is preparing di- 
rect mail advertising. In addition, 
the ball will be advertised in golf- 
ing publications. 


Resists Slicing 


An advertised feature of the new 
ball is that it resists slicing and 
hooking, and as a consequence holds 
a truer course to the center of flight. 
It has been passed by the United 
States Golfers Association and ap- 
proved by the P. G. A. 

Distribution and sales will be con- 
fined to professionals with club af- 
filiations and to club shops. The 
manufacturer, who hag produced rub- 
ber goods in Boston for 65 years, 
pledges these distributors that its 


new product will not be sold through 
stores and will be protected against 
“volume” abuses. 

W. Channing Burbank, Sr., who 
conceived the idea of a streamline 
golf ball, and Channing Burbank, Jr., 
aviator-golfer, tested the ball by a 
device which drives two at the same 
time. In a slice or hook, they claim, 
the curve is caused by uneven pack- 
ing of air on either side of the ball. 
Grooves on the cover of their ball 
lessen variance from the straight 
course from five to 15 yards, they 
advertise. 


Ruddell Loses Wife 


Funeral services were held Feb. 5 
for Mrs. H. B. Ruddell, wife of the 
Chicago manager of Mitchell-Ruddell- 
Rudden, Inc., newspaper representa- 
tives. Mrs. Ruddell died Sunday. 


Now, in 1935, the CHAN GE 


4 year record 


is, More and More, 


NEWS 


THE CHANGE BEGINS 


THE CHANGE BECOMES MARKED 


THE CHANGE IS ENORMOUS 
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There is a new, a dominant note in Baltimore 
. . . a note that continually swells in volume 
. . . for ONE paper now reaches 81% of all 
homes in the A. B. C. zone . . . 4 out of every 


5 families. 


As a result, huge increases were made in all 
major classifications during 1934. 


Two typical linage charts are shown at the 


Mat Fs 


of vital interest to makers of foods, 


drug-products, cosmetics, and kindred lines. 
Many similar charts can be shown. 


Things have certainly changed in Baltimore. 
The News-Post ended the year with a . . . 


Total Gain of Over 314 Million Lines -. 


But this is only natural since the A. B. C. 
now gives the News-Post the largest eve- 
ning circulation ever attained AND MAIN- 


TAINED in Baltimore . . . 


Present Circulation, Over 193,000. 


BALTIMORE 
8S: POST 


Baltimores Outstanding Mewspaper 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 
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Oil Firm Again Sponsors 
Basketball Broadcasts 


Broadcasts of Pacific coast inter- 
collegiate basketball games are being 
sponsored this year for the fourth 
consecutive season by Associated Oil 
Company, which will spend $25,000 
for station time, expenses, and news- 
paper advertising of the broadcasts. 
Approximately 100 broadcasts of 
principal games are on this year’s 
schedule. 

Fans will be urged by program an- 
nouncers to go to the games as often 
as possible. Reports reaching Harold 
D. Deal, advertising manager of As- 
sociated Oil, are that interest in 
basketball is increasing and that the 
broadcasts in past years have helped 
to build attendance. 


Lipton Renews Contract 


The Thomas J. Lipton Company, 
Inc., has renewed its contract to 
sponsor the “Blue Monday Jamboree” 
over the Don Lee-Columbia Broad- 
casting System on the Pacific coast. 
The program was intended to run 
for 13 weeks, and has now been ex- 
tended to 26 weeks. 


Birr to Grinnell 


The Grinnell Lithographic Com- 
pany, New York, has opened a Chi- 
cago office at 360 N. Michigan Ave., 
in charge of Edwin W. Birr, who for 
the past five years was associated 
with the Blakely Printing Company. 


Kendall Mills 
Trademark All 
Textile Goods 


Walpole, Mass., Feb. 7—-The Ken- 
dall Company has adopted a textile 
trademark program which will iden- 
tify every textile product of its Ken. 
dall Mills division, and will feature 
the new identification devices in all 
Kendall Mills advertising and trade 
promotion. 

Establishing identity of products 
and maintaining and carrying on 
through to consumers by markings 
and advertising has been a Kendall 
policy for years. The expanded pro- 
gram of identification will mark all 
products manufactured, merchan- 
dised and sold by the Kendall Mills 
division. 


Old Trade Marks Kept 


In cotton textiles, present estab- 
lished Kendall trade marks such as 
Curity and Sorbant which have been 
used on cheesecloth, bunting, absor- 
bent bunting, absorbent gauze, and 
layette-cloth diapers will be retained. 

All other textile products, such as 
crinolines, linings, curtain piece 
goods, and all new products in the 
textile group will carry identifica- 


tion through use of the Kendall 
name and a distinctive “K.” 

Face labels, end labels, tickets, car- 
tons and other containers will carry 
the identification devices, to tie in 
with use of the devices in the com- 
pany’s advertising and promotion. 


To Launch Large Drive 
for Hotel Bar Butter 


A campaign on the print butter 
brand, Hotel Bar butter, is about to 
be launched by the firm of Frederick 
F. Lowenfels & Son, New York. 
Starting the latter part of this 
month, large metropolitan daily 
newspapers will be used, commencing 
with full-page advertisements an- 
nouncing “butter control,” a new 
system of bringing fresh butter to 
the city table. 

Albert Frank-Guenther Law, Inc., 
has been appointed to direct the ac- 
count. Robert J. Herts and Robert J. 
Misch are the account executives. 


Schuster, Sparks Join 
Block’s Chicago Office 


H. G. Schuster, recently advertis- 
ing director of The Chicagoan and 
formerly with the Chicago Daily 
News, has become associated with 
the Chicago office of Paul Block, 
R. Webb Sparks, formerly with 
Hays MacFarland & Co. and prior 
to that with the Fred Millis Adver- 
tising Agency, Indianapolis, has also 
joined the Block office in Chicago. 


General Petroleum Starts 
Radio Show on Coast 


A new radio program entitled 
“Mobil Magazine,” consisting of 
music and dramatized news, was in- 
augurated last week over the Co- 
jumbia-Don Lee Broadcasting System 
by the General Petroleum Company. 

The program is heard from 9 to 
9:30 p. m., PST, from 12 stations on 
the Pacific coast and is rebroadcast 
over KATR, Phoenix, Ariz., as the 
radio phase of the company’s adver- 
tising for Mobilgas and Mobiloil. 
The newspaper and magazine drive 
for these products will not start until 
spring. Smith & Drum, Inc., Los 
Angeles agency, is handling the ac- 
count. 


Cardinet Broadens Series 


The Cardinet Candy Company, 
Oakland, Cal., has enlarged the 
broadcast of its radio program, “Hal 
Burdick, the Night Editor,” to in- 
clude the entire Pacific coast net- 
work of the National Broadcasting 
Company, and to extend into Mon- 
tana as well. The firm’s advertising 
is handled by Tomaschke-Elliott, Oak- 
land. 


Coast Staff Moves 


The San Francisco staff of Free 
& Sleininger, Inc., radio station rep- 
resentative, has moved into new 
quarters on the 13th floor of the 
Russ Bldg. 


Branch Offices. . 


Promptly — on time — Rapid plates reach destination. Distance 


in miles matters little; for Rapid’s amazing command of transporta- 


tion facilities — Rapid’s extraordinary knowledge of routes, media, 


and schedules — enables Rapid to give “local’’ service anywhere. 


Rapid is at the hub of the nation, from which point any destination 


may be reached most quickly. Rapid is also at the Eastern seaboard, 


giving immediate service to all Atlantic states. Rapid’s better 


plates, Rapid’s quicker service are yours to command — no matter 


whether your order is large or small. 


RAPI Dcletolelo 


The Largest Plate Makers in the World 


. NEW YORK °- 


CHICAGO - 


PHILADELPHIA 


CINCINNATI 


THE ATLANTIC ELECTROTYPE & STEREOTYPE CO., 228 E. 45th St., New York 


COPYWRITER CONFESSES 


P 3 4 
Do you WANT TO SEE 


THE BEST ADVERTISEMENT 
" EVER WRITTEN 
FOR A WHISKEY? 


Oe es ES 


Watch a man’s face the first 
six seconds after he takes a 
drink of Penn Maryland 


Arete teres deere pee 


The text says words cannot de- 
scribe this liquor's mellowness. 


DISTILLER SAYS 
WORDS FAIL 10 
DESCRIBE BLEND 


New York, Feb. 7.—That the com- 
mendable points of a product may 
surpass adequate verbal description 
is a thought put to work recently by 
the Penn-Maryland Corporation in a 
newspaper campaign introducing its 
Regal, Imperial and DeLuxe blends 
of whisky. 

The series is running in 60 news- 
papers and is being followed by a 
magazine campaign launched this 
month in Esquire, Vanity Fair and 
about ten other class magazines. 
Lawrence Fertig & Co., Inc., handle 
the advertising account of this divi- 
sion of National Distillers. 

The most spectacular insertions in 
the series, which is being released in 
various territories as fast as suffi- 
cient distribution is obtained, deal 
with the inadequacy of words and 
type and pictures to advertise a good 
product, and have a special interest 
angle for copywriters as well as the 
curious public, which is always glad 
to take a peep behind the scenes. 

These two advertisements have al- 
ready appeared in New York. One 
showed an agency copywriter seated 
in front of his typewriter, which con- 
tained a sheet of paper bearing only 
the title, “copy.” His feet were on 
the desk, a highball was in hand and 
a smile flattered his features. Im- 
posed upon the illustration was a 
verse: 


“The Prettiest Words 
Ever Written by Man 

Can’t Tell You as Much 
As Your Palate Can.” 


The copy man was quoted as ad- 
mitting inability to do justice to this 
type of blend and as stating that 
“words don’t mean a thing if the 
whisky doesn’t please you with its 
smoothness, mellowness, rich round 
taste.” 


More of the Same 


The best advertisement never has 
been produced with paper and ink, 
according to the Penn-Maryland 
theory in the next advertisement in 
the series. 

“Do you want to see the best ad- 
vertisement ever written for a 
whisky?” the copy man asked in this 
advertisement. ‘Watch a man’s face 
the first six seconds after he takes 
a drink of Penn-Maryland.” 

Other devices are used to impress 
the quality of the new blends upon 
the reader’s mind. A piano keyboard 
with masculine fingers striking a 
chord lends pictorial emphasis to a 
headline, “Perfect blending produces 
harmony in whisky as well as in mu- 
sic.’ The musical theme is followed 
in a number of other advertisements 
in the series. A symphony orchestra 
leader appears in one under the state- 
ment that the advertised product is 
“rich as a symphony,” and, in an- 
other, the mid-section of a cello is 
shown to stress the thought, “mellow 
as a cello.” 
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OF COURSE THEYLL BE IN 


Because... 


These Magazines Reach Women 
from 20 te 326 ...:s 


WHEN THEY’RE FORMING 


BUYING 


Y OUNG women—style-conscious and beauty-conscious 
still in the “learning-to-buy stage”—what finer market 
could be found fer the new “Hickory Fashion Council’ cam- 
paign? A. Stein Company, manufacturers of Hickory Girdles 
and Foundation garments, know markets and that’s why, as 
Mr. Joseph M. Kraus says, they are relying on Fawcett Pub- 
lications exclusively in the general magazine field to 
open up this richest source of sales for them. 

It’s just as rich a source of sales for you—whether you 
sell beauty preparations —drvgs—foods! Fawcett 
Women’s Group’s readers average 25 years of age. 


HABITS 


That’s the age when most women are newly married, when 
they’re learning food and household-drug buying habits—when 
they’re the best possible customers for products with a beauty 
appeal. They have their buying years ahead of them. They 
have fewer prejudices already established. 

It costs $1.57 per page per thousand to reach them—it’s 
easier to sell them—and once you’ve made them custo- 
mers, they’re customers for a longer time. Find out 
the amazing facts about Fawcett Women’s Group’s low 
cost, and its measured, tested responsive character. 
You'll be interested to say the least. 


“Fawcett Women’s Group 


FAWCETT PUBLICATIONS, INC. 


NEW YORK: 150! Broadway CHICAGO: 360 N. Michigan Ave 


LOS ANGELES: 705 Bendix Building 


— senescence ee 


" MINNEAPOLIS: 529 S. Seventh St. 
SAN FRANCISCO: 1642 Russ Building 
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NEW SOUP TO GET 
PREMIERE DURING 
PRICE OFFENSIVE 


Chicago, Feb. 7.—In the midst of | 
the current soup price war between | 
long established manufacturers, an | 
aggressive newspaper campaign in 
major markets will be started Feb. 
11 by The Emm-an-Cee Company of 
Chicago on behalf of its new canned | 
soup, M&C Italian Minestrone. | 

Copy will emphasize quality. In| 
the opinion of the company, which | 
makes M & C mushroom sauce and 
other Italian food specialties, the 
present time is highly 
for the premiere of its new soup. 

The entire introductory drive is 
built about the iarge number of in- 
gredients in the new soup, and its 
large vegetable content. The con- 
sumer will be told: “Nearly half 
of every can is solid vegetables. 
Twelve different vegetables—23 
different ingredients—are necessary 
to give this soup its rare flavor.” 

Initial advertising, consisting of a 
series of eight advertisements, is 


opportune | 


confined to newspapers in major mar | 
ket centers. The first insertion of 
450 lines is captioned, “A new kind | 
of soup, new and different in flavor, 
richer in vegetable content.” 

Backing up the company’s claims 
of Italian Minestrone’s superlative 
quality. a “double-your-money-back” 
offer will be made to the consumer, | 
his money to be returned with 100| 
per cent interest if he decides that 
M&C Italian Minestrone is not the 
best soup he has ever had. 

If the customer is still hesitant 
about purchasing the new soup at 
a higher price than he would pay for 
certain brands during the present 
soup price war, he is expected to be 
brought to the buying point by an 
offer of a free combination can 
opener, cork screw, and bottle opener 
with a purchase of two cans of 
Italian Minestrone at 29 cents. 


Shows Exposition Restaurant 


Pictured in the advertising is the 
Italian Restaurant which Emm-an- 
Cee operated at A Century of Prog- 
ress exposition in Chicago in 1934. 
Here, copy relates, M & C Italian 
Minestrone was introduced to three 
million people. Popular demand has 
led to the general merchandising of 
the product, it is stated. 

While merchandising efforts have 
been under way for only two weeks, 
an excellent distribution has already 


been obtained through chain stores 
and the better independent mer- 
chants, according to the advertising 
agency in charge, Stanley Pflaum As- 
sociates, Chicago. Some dealers have 
already run tie-up advertising and 
conducted demonstrations at their 
own expense. 

Highlights of the introductory pro- 
gram include a “sight-taste” test to 
dealers, and a free merchandising 
deal for the dealer, for display and 
advertising tie-up. 


English Newspaper Group 


Criticizes London Agency 

The Newspaper Proprietors’ Asso- 
ciation, English organization, has 
raised an objection to a leading Lon- 
don agency’s use of a foreign com- 
mercial broadcasting station to ad- 
vertise its own services, asserting 
that the agency “receives its recog- 
nition and status from the Associa- 
tion.” 

The agency has stated that it is 
willing to concede that it receives 
recognition from the newspaper or- 
ganization, but differs in respect to 
the word “status.” It therefore pro- 
poses to continue such broadcasts 
and await developments. 


Ayer Moves Offices 


Chicago offices of N. W. Ayer & 
Son, Inc., have been moved to the 
16th floor of the Field Bldg., 135 S. 
LaSalle St. 


ANNOUNCING 


an increase in 
advertising rates 


Contracts accepted 
at current rates 
until June thirtieth 


PUBL 


DOMESTIC 
ENGINEERING 


ICATIONS 


1900 PRAIRIE AVENUE 


CHICAGO, ILLINOIS 


A WRITING MAN DISCUSSES MONTE CARLO 


(MONTE (RL 


3 hard, wooden sound of the ball spinning 


above the wheel, the crowded tables, the formal 


cries of the croupiers as they indulge in their 
time-honoured ritual, must ever exercise an 
irresistible fascination on anyone entering the 
Rooms, the very Temple of Fortune of our days. 
Here millions of francs have been — are being 
—lost and won. Though empires may crumble 
into dust within a week, the gambler is immortal. 
The Russian Grand«Dukes have gone, only to 
be replaced by other figures, newer, it is true, 
but no less strange. No gap is ever left in the 
\\ perpetual motion of the Rooms. 
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Osbert Sitwell, the eldest of the three eminent literary Sitwells, has 
broken into the English advertising field and is writing (and signing) 
the copy for a series detailing the attractions of the French Riviera. 
This unique advertisement on Monte Carlo ran in three-column space 


in the “London Times" a couple of weeks ago. 
the artwork. 


R. B. Williams did 


Carrier to Aim 
Newspaper Copy 
At Merchants 


New York, Feb. 7.—Newspapers 
will be used locally by the Carrier 
Engineering Corporation to aid its 
dealers sell its unit air conditioning 
and refrigeration equipment’ to 
stores, restaurants and smaller mer- 
chants in a campaign to start in 
March. 

At the same time, the central sta- 
tion equipment will be advertised in 
a campaign to run in about 12 trade 
publications and some of the na- 
tional magazines. Charles Dallas 
Reach Advertising Agency, Newark, 
N. J., is in charge. Brewster S. 
Beach is Carrier’s advertising man- 
ager. 

These efforts will comprise the 
company’s first extensive campaign 
in five years. Last year, tests were 
conducted on the “dealer aid’ news- 
paper campaign. The test started 
in seven cities and later, as it proved 
effective, was spread to 19 cities. 

The plan under test was to run 
newspaper advertising in the dealers’ 
areas, printing their names in the 
copy and referring to some of the in- 
stallations of Carrier “‘store weather” 
equipment in the community. This 
plan will be followed in the general 
campaign. 

Thirty-five newspapers will carry 


the “store weather” copy twice a 
week during the next three months. 
Insertions will be alternately 140 and 
420 lines. 

Business papers feature strongly in 
the plans for the larger equipment, 
known as “central station” units be- 
cause, unlike the “store weather” 
units placed at convenient locations 
throughout an _ establishment, the 
heavier equipment is consolidated in 
a separate plant either in the base- 
ment or a separate building. 


Standard Dina Starts 


New Packaging Bureau 


George R. Webber, for the past 
four years manager of the Chase & 
Sanborn coffee plant at Hoboken, 
N. J., has been appointed manager 
of a unit to be known as the package 
development bureau, at the offices of 
Standard Brands, Inc., 595 Madison 
Ave., New York. 

The bureau has been organized to 
study all containers and packages 
used by the company with a view to 
improving their general utility and 
style, and reducing costs. 

Ideas from various units of the 
company in both office and field de- 
partments, on the subject of packag- 
ing, will be investigated by the 
bureau. 


Brewer Names MacManus 


MacManus, John & Adams, Inc., De- 
troit, has been named advertising 
counsel for the Tivoli Brewing Com- 
pany of that city. Detroit newspapers 
will be used in the company’s forth- 
coming advertising program. 


oo 


NEW YORK 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound 5th edition of ‘Reserve Illustrations.’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


_ UNDERWOOD & UNDERWOOD 


CHICAGO DETROIT 
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February 9, 1935 


ADVERTISING AGE 


COVERAGE *, 


Percentages of coverage 
of the families of Chicago 
and suburbs by daily 


FAMILIES AND DAILY NEWSPAPER CIRCULATIONS 
IN METROPOLITAN CHICAGO 


1917 1934 
Number Coverage Number Coverage 
Families....748,136 — 1,216,563 — 


755 33% 


NOTE: Circulations are averages 
September 


for six months’ periods ended 
30, and for city and suburban only 


1 9] 7 was a memorable year. It marked America’s 
entrance into the war and the beginning of sweeping 
changes in ideas, institutions and habits. 

The years since have brought metropolitan Chi- 
cago new populations, new standards, new demands 
on newspapers. 

In 1917 the Tribune reached 33% of the families 
in metropolitan Chicago. It was third in volume of 
daily city and suburban circulation. 

Today it is first! Since 1917 the population of 
Chicago and suburbs has increased 63%. Daily 
Tribune circulation in the metropolitan area has 
gained 163%. 

Today the Tribune on weekdays reaches 537% of 
the families in this great market—a gain of 61% in 
density of coverage while every other Chicago daily 
newspaper published in 1917 slipped, merged or 
went out of business! 


044.455 


Net paid daily city and 


suburban circulation! 


260,000 MORE THAN THE NET PAID DAILY CITY AND SUBURBAN 
CIRCULATION OF ANY OTHER CHICAGO NEWSPAPER! 


HE Chicago Tribune gives advertisers the largest and most respon- 

sive daily circulation available in Chicago and suburbs. It delivers 
coverage, influence and results which no other Chicago daily news- 
paper can equal. 


Note on the chart the gain in Tribune coverage of the metropolitan 
Chicago market. 


In 1917 Chicago and suburbs had a population of 748,136 families. 
At that time the Tribune had a daily circulation in the metropolitan 
district of 244,755. 


By 1934 the population had increased by 468,427 families. In the 
same period Tribune daily circulation in Chicago and suburbs had in- 
creased by 399,700 copies! 


The Tribune now circulates in Chicago and suburbs 644,455 copies. 
daily. This is 260,000 more—68% more—than any other Chicago 
daily newspaper circulates. 


Tribune daily coverage of families in the city and suburbs is today 
practically as large as the met coverage of any two other Chicago daily 
newspapers combined ! 


Such public preference for the Tribune has given this newspaper its 
superior ability to get results for advertisers. 


Because it is the newspaper which the people of this community 
want more than any other, the Tribune is the medium which pays out 
best for advertisers! 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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ADVERTISING AGE 


February 9, 1935 


SNOW FLAKE WEEK 
STARTS NATIONAL 
BISCUIT EFFORT 


Western Dealers Urged to 
Suggest Radio Parties 


San Francisco, Cal., Feb. 6.—The 
National Biscuit Company will launch 
an intensive advertising campaign 
throughout the West this week, start- 
ing the drive with its eleventh an- 
nual “Snow Flake Week,” promoting 
sales of Snow Flake crackers. 

Two-color half pages will lead the 
drive in metropolitan areas and the 
campaign will continue with use of 
large space in a list of 100 news- 
papers in the eight Western states 
comprising National Biscuit’s West- 
ern division. In three states, Mon- 
tana, Utah, and Arizona, Premium 
Flakes will be the featured brand. 

An aggressive merchandising drive 
will back up the consumer cam- 
paign. Special window and floor dis- 
plays are offered to dealers, and cuts 
are furnished for their own retail 


advertising. These displays, as well 
as all of the company’s advertising, 
feature National Biscuit’s three-hour 
“Let’s Dance” radio- program. 

An elaborate folder for the trade 
points out the numerous products 
with which Snow Flakes blend and 
asserts that the “Let’s Dance” pro- 
gram promotes “parties that will sell 
a tremendous volume of cookies, 
crackers, cakes, pretzels, and other 
‘Uneeda Bakers’ products for you.” 

“But more than that,” dealers are 
told, “people use other products at 
their parties. They'll buy untold 
quantities of beverages, coffee, pre- 
serves, hors d'oeuvres, and every- 
thing from jam to pickles. Cash in 
on this tremendous merchandising 
idea. Persuade your customers to 
tune in. Tell them how they can 
give a party with music by the na- 
tion’s greatest dance bands right in 
their homes.” 


Stress Distribution 


The fact that Uneeda has nine 
bakeries and 20 sales agencies in its 
Western division receives emphasis 
in the company’s message to the 
trade, while consumer copy points 
out that “nearby ‘Uneeda Bakers’ 
bakeries make sure that your grocer 
gets Snow Flakes oven-fresh.” 

The advertisement opening the 
series pictures Snow Flakes and a 
cup of tomato soup. This soup was 
selected for illustration, partly be- 
cause of its color, which matches 


that of the three red boxes of varied 
size in which the product is sold. 
Each advertisement carries a large 
sized “‘Let’s Dance” caption. 

The advertising for the Western 
campaign is under direction of the 
San Francisco office of Botsford, 
Constantine, and Gardner. 


Advertising | Men’s Golf 
League Elects Officers 


Ray P. Clayberger, New York, has 
been re-elected president of the 
Winter Golf League of Advertising 
Interests. The league has elected as 
vice-presidents, Rodney Stuart, New 
York; James Travers, Boston; Max 
Leister, Philadelphia; and William 
McNamee, Chicago. John H. Abeel 
has been named treasurer, and Ray 
McCarthy, secretary. 

The league’s 1935 tournament at 
Palm Beach, Jan. 20-26, was won by 
C. H. Jennings, Miami Beach. He de- 
feated Douglas E. Root, New York, 
in the final. 


Rush Completion of 
New WOR Transmitter 


Work on the new 50,000-watt trans- 
mitter of station WOR at Carteret, 
N. J., is being rushed so that the 
apparatus will be ready for broad- 
casting programs by Feb. 22, when 
the station will celebrate its 13th 
anniversary. The present transmit- 
ter of the station employs 5,000 watts. 
The new transmitter went on the air 
for a series of tests for the first time 
on Feb. 5. 


Small ‘Lowns 


are rolling up the new 


Car Sales 


L. POLK AND COM- 

e PANY have just released 

the interesting news that dealers 
in towns of less than 10,000 pop- 
ulation sold 42% per cent (725,- 
192) of all new cars sold in the 
in the 
months of 1934. Chevrolet, for 
instance, sold 49.9 per cent (235,- 
865); Henry Ford got 44.4 per 
cent (218,884); Plymouth got 
42.4 per cent (117,395); Dodge, 
35.9 per cent; and Oldsmobile, 


United States 


30.8 per cent. 


There is a very 


trend in these figures which not 
only car manufacturers, but all 
manufacturers interested in get- 
ting volume business should 
heed. Car manufacturers got a 
greater proportion of new car 
sales from small towns and less 


from cities in 1934 than in 1933. 


cent of the 


New car 


first 10 


with which 


ucts, too. 


And they have. 


In 12 months of 1933, dealers in 
towns under 10,000 made 40 per 


new car sales. In 10 


months of 1934, 42Y%. 


sales have long been 


accepted as an excellent barome- 
ter of buying power. It does not 
take an Einstein to figure that if 
small town folks have money 


to buy new cars, they 


must have money for other prod- 


The Depart- 


ment of Commerce reports a 21 


significant 


is no doubt 


measuring 


per cent gain in retail sales in 
small towns and rural areas for 
the year 1934 over 1933. There 


about it. Small town 


folks are buying. Judged by any 


stick you care to se- 


lect, HOUSEHOLD is the pri- 
mary magazine of the Small 
Town Market. 


THE HOUSEHOLD MAGAZINE 


TOPEKA, KANSAS 


New York Chicago 


(Guaranteed Circulation 1,750,000) 


Cleveland 


ARTHUR CAPPER, Publisher 
San Francisco ° Detroit 


WARNERS RENEW 
DRIVE TO STOP 
CORSET YANKING 


Newspapers Selected by Dis- 
trict Managers 


Bridgeport, Conn., Feb. 7.— The 
Warner Bros. Company, maker of 
corsets and brassieres, is embarking 
this month upon a nationwide cam- 
paign which will employ newspapers 
of 43 large cities, as well as four 
magazines. Scheduled to open Feb. 
10, the newspaper campaign will run 
until some time in May. 

The campaign will again give 
prominence to the double exposure 
photography with which the War- 
ner company illustrates the “two-way 
stretch” feature of its Lastex founda- 
tion garments, marketed under the 
Le Gant of Youthlastic trade name. 
Photographs used in the copy graph- 
ically demonstrate the figure-mould- 
ing qualities of the corsets. 

Developed in 1931 as a means of 
ending “the great feminine gesture, 
yanking down the corset,” the Le 
Gant line has been promoted largely 
through newspapers, with succes- 
sively larger appropriations in each 
fall and spring drive. 

Selection of trading centers in 
which copy is to be released is 
handled by the Warner advertising 
department in close collaboration 
with district sales managers, who in 
large measure determine the spotting 
of the advertising funds. 

Black and white copy in news- 
papers will average 300 lines, while 
rotogravure releases will be 200 lines 
in size. Full column copy will be 
used this spring in Good Housekeep- 
ing. Ladies’ Home Journal, McCall's, 
and Woman's Home Companion. 

Ladies’ Home Journal and Mce- 
Call’s will carry one advertisement 
in March, while a different advertise- 
ment will appear in the April issue 
of Good Housekeeping and Woman's 
Home Companion. Magazine copy 
will be devoted exclusively to War- 
ner’s Woven Two-Way Stretch. a line 
lower in price than the Le Gant line. 


To Offer Booklets 


Booklet offers are to be made in 
both newspaper and magazine copy. 
The response to these offers in recent 
campaigns is described as gratifying. 
The company makes it a point to fol- 
low up these requests closely, mak- 
ing sure that potential purchasers 
are placed in touch with local retail 
outlets. 

The company backs up its con- 
sumer copy with a carefully planned 
merchandising program. Proofs of 
advertisements are sent in advance 
to all outlets where advertising is 
scheduled, and the attention of re- 
tailers is drawn to those styles 
which are to be featured in the ad- 
vertising. This step is taken in order 
that outlets may build up an ade- 
quate stock of advertised numbers. 

For local tie-up advertising, line 
drawings of the same featured styles 
are furnished in mat form, with 
point-of-sale material. Black and 
white counter cards are given to re- 
tailers for their permanent use. 
These cards bear only an actual pho- 
tographic print with the name Le 
Gant as a caption. The company has 
found that retailers, particularly de- 
partment stores, are more willing to 
display black and white photographic 
counter cards than colored ones. 

A set of large display photographic 
ecards reproducing advertising illus- 
trations in greatly enlarged form has 
been made up. The set is combined 
with other material to form a travel- 
ing display for use by several stores. 

Trade copy is placed regularly by 
the Warner company in Corset € 
Underwear Review and Corsets € 
Brassieres. Other publications used 
are Dry Goods Economist and Dry 
Goods Merchants Trade Journal. The 
Warner account is handled by the 
J. C. Bull Advertising Agency, New 


York. R. A. Gibney is the account 
executive. 


TELLS SUCCESS STORY 


“Gar Sex 


Sloppy Work 


say 96 out of 100 employers 


A man dresses as be thinks Sloppy sox usually reflect o 
disorderly mind We woot hire a mas who disploys such 
inexcusable indifference 1 let sloppy sox spoil your fovor- 
able appearance and possibly your chances for success 
Whether you're looking for a job or not-Watch your looks! 


Make a favorable appearance with 
MIRACLE ELASTIC 


A STEIN &@ COMPANY + CHICAGO - 


NEW YORE 


— — — 


A typical advertisement in the 

new series for Paris garters, in 

which "sloppy sox" are pictured as 
a detriment to success. 


West Coast Bakeries In 
Campaign for New Bread 


To introduce its improved Langen- 
dorf bread, the Langendorf United 
Bakeries, Inc., San Francisco, have 
undertaken an extensive advertising 
campaign. In addition to posters, the 
company is using an extensive list of 
newspapers. Two-color half - page 
space is being used in some papers, 
and black and white in others. 

The new bread is a companion to 
the firm’s Spun Slices and Old Home- 
stead brands, and, in a new and dis- 
tinctive wrapper, replaces the for- 
mer Langendorf brand. The drive 
for the new bread marks an increase 
in the company’s advertising activ- 
ity. The San Francisco office of J. 
Walter Thompson Company is in 
charge. 


Meyer to Direct “Herald 
and Examiner” Promotion 


Norman Meyer has been appointed 
manager of sales promotion of the 
Chicago Herald and Examiner as suc- 
cessor to S. Leon Williams, who re- 
signed to become advertising man- 
ager of the Walgreen Company drug 
chain. 

Mr. Meyer, who has been a member 
of the newspaper’s local sales staff, 
was formerly president of Briggs 
Newspaper Bureau, New York, and 
promotion manager for the San Fran- 
cisco, Examiner. 

R. M. Vandivert, formerly of the 
local sales staff, has been named au- 
tomobile editor, replacing Robert L. 
Copeland, who has joined the New 
York office of Erwin, Wasey & Co. 


Revamp I. G. A. Paper 


The “Independent Grocergram,” 
official publication of the Independent 
Grocers’ Alliance of America, will be 
published in magazine form hereafter, 
according to J. Frank Grimes, presi- 
dent of the organization. A limited 
amount of advertising space will be 
available. 


Cocoa Maker Appoints 


Siren Mills Corporation, Chicago, 
maker of chocolate syrup and other 
fountain supplies, has placed its ad- 
vertising account with Stack-Goble 
Advertising Agency, Chicago. 


Genuine 


TYPED LETTERS 


(Heoven Automatic) 


TA N — Advertising 


Service 
Booklet **Brass Knuckles,"” Free to Executives 
19 Fifth Ave., Pittsburgh, Pa. ATiantie 1290 


QUICK 


e PHOTOSTATS . 


KAPID COPY SERVICE 


Vanderbilt 3-3680 
New York ~ All Branches 


Cleveland: Main 93358 


State 5977 
Chicago For all bra: ches 
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February 9, 1935 


ADVERTISING AGE 


T IS AN old axiom which reminds us that 
records are made only to be broken. Such 
has been the case for four consecutive years 


with The Commercial Appeal. 


In advertising lineage, this largest of all 
Southern dailies moved forward from 43rd 
in 1931—up to 12th place in the Nation in 
1934. This position is in comparison with 
total six-day volume among all morning 
newspapers of the United States. 


For such growth—so steady and ever 
One of 


major importance is the vast journalistic 


upward, there are many reasons. 


improvement of The Commercial Appeal 
which so well serves readers as to make it 
—'The Largest Daily in the South." 


ipedteey 
ROG 7} 
ip wall 
lite Hf 
refefesitjy ee 
hhinthae 
Med] 


i} 
il 


Peng 


SERVES THE SOUTH'S 
LARGEST TRADING AREA 


The Memphis Mid-South market, com- 
prising a population of over 2,000,000 peo- 
ple, is exceptionally well served by The 
Commercial Appeal. It is the paper that, 
true to its ninety-odd years of fine service, 
today continues to advance with the times, 
gives its readers the best in news and serv- 
ice and so brings the adver- 
tiser the sales making influ- 
ence that creates profit. 


As shown by the map below, Memphis is 
the logical buying center for large portions 
of three states. No other market in the 
whole South is comparable. 


If you are looking into 1935 as a year of 
opportunity, then you, too, in line with so 
many leading advertisers of the Nation, will 
make Memphis the key city of your South- 
ern sales building effort—and The Commer- 
cial Appeal your ally in trade building 
endeavor. 


Note: The Commercial Appeal was 
singularly complimented in 1934 through 
the fact that in it appeared 94.96%, 
of the Total Advertising Gain which 
came into Memphis Newspapers. 


PUBLISHER 


THE COMMERCIAL APPEAL 


THE SOUTH’S LARGEST DAILY—MEMPHIS, TENN. 


REPRESENTED BY THE BRANHAM CO.— CHICAGO, NEW YORK, DALLAS, ATLANTA, DETROIT, ST. LOUIS, KANSAS CITY, SAN FRANCISCO, LOS ANGELES 
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ADVERTISING AGE 


February 9, 1935 


Amelia Earhart on 
Air for Beech-Nut 


The Beech-Nut Packing Company 
will be the first advertiser to put 
Amelia Earhart on a national radio 
hook-up since the aviator’s solo flight 
in January from Honolulu to Oak- 
land 


and. 

Miss Earhart will be heard on 
Beech-Nut’s tri-weekly “Red Davis” 
series over NBC stations, in the pro- 
grams on March 11, 13, and 15. 


Rosenblum Is New 


Treasurer of NBC 
David Rosenblum, who was made 
a vice-president of the National 
Broadcasting Company, New York, 
last September, has been elected 
treasurer. He will also retain his 
former office. 
Before joining NBC, Mr. Rosen- 
blum was executive vice-president of 


Tradeways, Inc., which has been 
serving NBC for two years in an ad- 
visory capacity in connection with 
problems of organization and man- 
agement. 


Would Bar Pictures of 
Women from Liquor Copy 


Pictures of women or references to 
women would be prohibited in liquor 
advertising under terms of a bill in- 
troduced in the Connecticut General 
Assembly by Representative H. F. 
Brown, Colchester. 

Another measure would prohibit 
banks and trust companies from ad- 
vertising fiduciary powers, while 
small loan companies would be re- 
quired to advertise yearly interest 
rates under terms of another bill. 

A house bill would appropriate 
$25,000 each year for a state board 
of publicity of five members, to be 
appointed by the governor. 


TOWLE CAMPAIGN 
MARKS RETURN OF 
OLD TRADEMARK 


Follows Expiration of Pact 
With General Foods 


St. Paul, Minn. Feb. 7.—The 
name Towle, for half a century one 
of the best known names in the 
maple syrup industry, is again fea- 
tured in a current Pacific coast 


campaign on Towle’s Bucket syrup, 
thus marking the close of the 
name’s long “exile” from the mar- 
ket. 

In 1927, when the Towle family 
sold the Log Cabin Maple Products 
Company and the Log Cabin maple 
syrup brand to General Foods Cor- 
poration, the family agreed not to 
use the name Towle commercially 
for five years. Thus the Towle fam- 
ily, which includes P. J., the grand- 
father, W. J., the father, and W. J. 
Towle, Jr., relinquished another one 
of their well known syrup brands, 
just as it had disposed of the Ver- 
mont Maid brand. 

Shortly after the Log Cabin com- 
pany was sold, the Towle family 
organized a new company, The Pio- 
neer Maple Products Company, 
headed by J. A. Bouthilet, former 


KENTUCKY FIELDS AND 


As 


WO ONS 
A\\ eae 


TORIES 


ARE SUPPLYING THE MONEY FOR 


Kentucky has had a prosperous year . . her tobacco 
crop is yielding prosperity prices . . . other farm 
products are selling at substantial profits... In 
Louisville industry is booming — distillers —to- 
bacco manufacturers and hundreds of other di- 
versified plants are operating full time .. ata 


profit. 


. .. The result is that the people in this market 
have money to spend . . for your product! To 
reach them you need use only a single medium . . 


® When the morning dawns on the Bluegrass The 
COURIER-JOURNAL is favorite at the break- 


fast tables 


® and the evening TIMES completes the coverage 


at sundown... 


REPRESENTED NATIONALLY 


BY THE BRANHAM 


Che Conrier-Zonrnal 
THE LOUISVILLE TIMES — 


Give You Coverage Without Competition From Dawn to Dusk 


COMPANY 


4 


UT 


AUTOMOBILE SHOW . 
February 11 Through 16 — 


LOUISVILLE ‘ 


e.. | 
SPECIAL 


AUTO SHOW EDITIONS : 


Sunday 
February 10 

@ 
Wednesday - 
February 13 ‘ ‘ cue, 


PROMOTE CANS 


’ 
bon VOUR GREATER CONVENIENCE AND ENJOYMENT 
—, 


KRUEGER woe presenss ine ! 


KEGLINED CAN 


for ALE and BEER 


a Scara 


CREAM AL 


KRUEGER'S 


AND KRUEGER'S Pinot BEER eral 


Typical copy in the newspaper 
drive being conducted in its sales 
territory by G. Krueger Brewing 
Company, Newark, to introduce 
its Keglined can for beer and ale. 


vice-president and manager of the 
old Log Cabin company. 

Of the many brands of syrup 
packed by the Pioneer Company, 
one, Bucket syrup, in a “bucket” 
container, at once caught the fancy 
of housewives. 


Launch Prize Contest 


And recently, the five years hav- 
ing elapsed, Bucket syrup became 
Towle’s Bucket syrup. In the cur- 
rent Western campaign, radio lis- 
teners and newspaper readers are 
being told about the Towle family’s 
long experience in blending maple 
sugars, and the fact that the family 
includes “three generations of 
syrup blenders.” <A feature of the 
drive is the slogan, “the finest of 
maples plus 48 years of knowing 
how to blend them.” 

A $1,000 prize contest is the high- 
light of the 1934-35 Bucket syrup 
campaign on the Pacific coast. The 
contest will end Feb. 22. In addi- 
tion to 31 cash prizes totalling $400, 
there are 120 weekly prizes con- 
sisting of electric waffle irons, 24 ‘of 
them being given during each week 
of the contest. 

Each contestant is required to 
write a letter of 200 words or less, 
describing his favorite method of 
serving Bucket syrup and why he 
likes it best. Each letter must be 
accompanied by a sales slip show- 
ing the purchase of a can or bottle 
of Bucket syrup and giving the 
name and address of the grocer 
from whom it was purchased. 

Grocers assisting in the contest 
are asked to display the syrup and 
the contest cards and streamers, 
and to distribute folders containing 
rules of the contest. 

The McCord Company, Inc., Min- 
neapolis, is handling the Pioneer 
account. 


Alabama Publishers 


Vote Joint Convention 


The Alabama Press Association 
has voted to hold a special conven- 
tion in New Orleans in May in joint 
session with the Louisiana Press As- 
sociation and the state press associa- 
tions of Arkansas, Mississippi and 
Florida. The joint session will be 
held in conjunction with the 50th 
anniversary convention of the Na- 
tional Editorial Association. 


Borg & Beck Appoint 


Advertising of the Borg & Beck 
Company, division of Borg-Warner 
Corporation, Chicago, has been 
placed with Frederick and Mitchell, 
Inc. Trade publications in the auto- 
motive field are being used. 


OUR CUSTOMERS 


STICK ... 
¢ PHOTOSTATS . 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York VFor All Branches 


Cleveland: Main 9335 


State 5977 


Chicago For all branches 
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Iu A SALESMAN...and I am writing about ROSS FEDERAL as a salesman...a bit 
over a year ago ROSS FEDERAL was little known as a research organization...even 
you who read this did not know of ROSS FEDERAL ...still the business structure and 
the field organization has been in operation almost five years...doing a swell job for 
the motion picture industry... but national advertisers knew little or nothing about this 
compact fact-gathering organization...Imagine having 3,000 trained men and 32 
offices... covering the entire country for that number of years... and those in the 
advertising profession ... making use of ROSS FEDERAL facilities could be 
numbered on the fingers of one hand... with a couple of the fingers missing... then 
came a couple of good salesmen... with a limited promotion fund... and a lot of 
leg work... we brought ROSS FEDERAL to the forefront in about 15 months...in 
research ...now we are the largest in the world...in this short period we added 
more than 100 accounts to the list... Ford Motors, Chicago Tribune, Pittsburgh 
Press, Maxon, Gulf Refining, The Texas Company, General Electric, Johns-Manville 
... that’s enough to show our progress ... How did it happen... simple... we found 
out the assets we had to sell... bought a new pair of all leather shoes ... and sold 
... but we had to know what we were selling ... and it’s funny... it was there all 
the time... but we did not know it... That is the crux of space selling on newspapers 
... the newspaper is there as far as assets are concerned... itis always the best 
of the manufactured product in any city... but too many salesmen do not know 
the great product they have for sale... the assets are much more than circulation 
... ever so much more... they have to be sold... ROSS FEDERAL newspaper 
surveys comprise a number of factors... built around the space selling assets of 
the newspaper... these factors... and leg work will sell more space... the space 
salesman will be selling advertising ... not space ...a lot of difference ...a good 
newspaper... and stress that fact...a good newspaper...can sell merchandise 
...if the merchandise is saleable ... stress that fact also... saleable ...a space 
salesman selling a good newspaper does not have to spend half his time knocking 
radio... magazines... billboards ... even the opposition paper... he will be too 
busy selling his own newspaper assets to bother ...to be a bit more definite... 
we have prepared a small brochure, that for want of a better name ... we term 
“SPACE SELLING ASSETS OF A NEWSPAPER’...not a very good title... but it 
demonstrates our point... write for it... to our nearest branch...on your stationery. 


W. E. M., A Ross Federal Salesman. 


ROSS FEDERAL 


RESEARCH CORPORATION | 
Executive Offices, 6 East 45th Street, New York City - 32 Branch Offices 
3000 Trained Field Investigators—700 Women 
NATION - WIDE MARKETING and RESEARCH SERVICE 


BRANCHES: CHICAGO - DETROIT - CLEVELAND - PITTSBURGH - NEW YORK - MILWAUKEE - CINCINNATI - INDIANAPOLIS - BOSTON - BUFFALO 
- PHILADELPHIA - WASHINGTON - KANSAS CITY - ST. LOUIS - LOS ANGELES - SAN FRANCISCO - SEATTLE - DALLAS - DENVER - SALT LAKE 
CITY - MINNEAPOLIS - DES MOINES - MEMPHIS - CHARLOTTE - ATLANTA - ALBANY - NEW ORLEANS - OKLAHOMA CITY - OMAHA - PORTLAND - NEW HAVEN 
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Twist Drill Company 


Appoints O. S. Tyson 


The Cleveland Twist Drill Com- 
pany, Cleveland, O., owner of the 
Emmons patent on a new molybde- 
num high speed steel, Mo-Max, has 
appointed O. S. Tyson & Co., Inc., 
New York, to handle a special adver- 
tising campaign on this product. 

Advertising and publicity material 
will be signed by a group of steel 
companies which are licensees, and 
will be directed from the office of 
George H. Corey, advertising man- 
ager of Cleveland Twist Drill. 


“Real Estate Record”’ 
Adds National Issue 


The Real Estate Record and Build- 
ers Guide, published weekly by the 
F. W. Dodge Corporation, New York, 
has been renamed Real Estate Rec- 


ord. 

The third issue of each month will 
have a national circulation, to pro- 
vide coverage of the national mar- 
ket, in addition to the New York cir- 
culation. Contents of that edition 
will be devoted entirely to building 
management. 


T. P. A. Studies Films 


Progress in the adaptation of mo- 
tion pictures to sales problems will 
be studied by the Technical Publicity 
Association at its meeting Feb. 11 in 
the restaurant and auditorium of the 
Western Electric Company, New 
York, whose executives cooperated in 
arranging the demonstration of in- 
stitutional, educational, product and 
idea selling films. 


NEWSPAPER DRIVE 
LAUNCHED ON NEW 
GREEN GOLD COAL 


Color Helps Buyer to Identify 
Product 


Kansas City, Mo., Feb. 6.—In a 
spectacular step to aid in consumer 
identification of Refined Sunflower 
coal, the Pittsburg & Midway Coal 
Mining Company of this city has in- 
troduced its product in color, green 
gold, taking a full page in the 
Kansas City Star of Jan. 27 to an- 
nounce the new color. 

“What! Colored Coal?” the ad- 
vertisement exclaimed. The query 
is being repeated throughout the 
distribution territory of the company 
in announcement advertisements of 
1,176 lines and 504 lines. 


The application of color to coal 
has already proved successful in 
the East. The fact that coal, which 
has been black longer than any one 
can remember, suddenly appears in 
startling colors, is a startling idea, 
|but a logical one, the company de- 
| clares. 


Other commodities, such as gaso- 
line and food, have been easily 
identified by use of colors, assuring 
the consumer that he is getting what 
he orders. The new green gold color 
on Refined Sunflower coal will ac- 
complish a similar purpose, it is be- 
lieved. 


Through a vigorous advertising 
and merchandising campaign, an ac- 
tive sales interest in colored coal 
is being built up throughout the Mid- 
dle West by the company, which has 
general offices in this city and mines 
at Pittsburg, Kan. Ferry-Hanly Ad- 
vertising Company, Kansas City, is 
handling the campaign. 

“Colored coal was a ‘natural,’ ” said 
John Kent Boyd, advertising mana- 
ger of Pittsburg & Midway. “People 
want to know what and why—and 
we are ready to tell them.” 


Has No Effect 


The coloring process has no effect 
on the purity of coal, neither retard- 
ing nor increasing its burning quali- 
ties. The advertising possibilities of 
the use of color are seen as strong 
and effective. The large display ad- 
vertisements are inducing comments 
throughout the company’s territory. 
Broadsides sent to dealers were 
printed green on gold. 

“While it is still too early to give 
accurate figures,” states A. F. Mc- 
Elhenie, sales manager for Pittsburg 
& Midway, “the green gold cdal has 
stimulated sales already and we can 
safely predict steadily increasing in- 


the nation. 


New York 
LA. 


Detroit Afakes 
eAmerica’s Greatest 


GAINS! 


T he Detroit News is first among 
all American newspapers in 
total linage GAIN in 1934 over 
1933 and fourth among all 
American newspapers in 
TOTAL linage. 


The speed of Detroit’s recovery is the hope of 
During 1934 The Detroit News 
reflected Detroit’s accelerated industrial activity 
and the confidence which advertisers have al- 
ways had in its result getting ability. The News 
ranked fourth in total advertising and showed 
the greatest linage increase of any newspaper in 
the country. May we remind you that Detroit 
is America’s fourth and today’s best market? 


The Detroit News 


THE HOME NEWSPAPER 


Chicago 
KLEIN, INC., 50 East 42nd St. J. E. LUTZ, 180 No. Michigan Ave. 


NEW COLORED COAL 
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MOTE A Clete, Gmmines Con Now REFINED! Not tw Be Cantusnd with Higher-Prined Sem Asthrecites! 


Introductory newspaper advertise- 
ment for green gold Refined Sun- 
flower coal. 


terest on the part of both dealer and 
consumer.” 


The introduction of color follows 
up the company’s campaign last year 
on Refined Sunflower coal, “the coal 
that swims.” In the patented refin- 
ing process, pure coal floats to the 
top of huge cones filled with a spe- 
cial heavy liquid medium, while all 
ash-forming impurities and pieces of 
impure coal sink to the bottom and 
are discarded at the mines. 


Athletes Star 
For Palmolive 


New York, Feb. 6.—Quarterbacks, 
grandstand coaches and other ex- 
perts among the millions of sports 
fans in the country will see their 
favorite athletes in national weekly 
magazines this year under the spon- 
sorship of Palmolive shave cream. 

Champions in more than 12 ma- 
jor sports will be portrayed in ac- 
tion poses in the 1935 campaign. 
Typical of sports page illustrations 
in many metropolitan dailies, the 
sketches are in crayon, conveying 
the effect of wash drawings. The 
artist is a famed New York sports 
cartoonist. The sketches are under 
the nom de plume, Oliver. 

Under the running head, “Taking 
It on the Skin,” in the full-page ad- 
vertisements the art work with cap- 
tions covers more than half the page. 
These captions, identifying the ath- 
letes and listing their achievements, 
are followed by statements from 
their trainers, who, as a result of 
long experience in keeping their 
charges in fit condition, praise olive 
oil to prevent skin irritation. 

The selling copy follows this in- 
troduction. “Banish after-shave ir- 
ritation with Palmolive... the 
shaving cream made with olive oil,” 
it says. The plan is an adaptation of 
the Palmolive shave cream story of 
last year. Benton & Bowles, Inc., is 
the agency. 


Death of S. T. Adams 


Samuel T. Adams, 82, publisher of 
the New London, Conn., lobe for 35 
years prior to his retirement two 
years ago, died Jan. 30 at a New 
London hospital, after a long illness. 
Fiona Globe suspended publication in 


S-O-P Moves Studio 


Speak-O-Phone Recording Studios, 
Inc., has moved into new quarters at 
33 W. 60th St., New York. Provision 
has been made for a large recording 
studio and additional space for 
ate of Speak-O-Phone prod- 
ucts. 


Perfume Sales 
By Matchabelli 
Up 150 Per Cent 


New York, Feb. 6—A 150 per 
cent increase in the sale of Prince 
Matchabelli perfumes in 1934, fol- 
lowing six other years of steadily 
increasing sales, proves the sound- 
ness of merchandising and advertis- 
ing policies based on the premise 
that women will react most favor- 
ably to de luxe quality, Prince 
Georges Matchabelli, head of the per- 
fume house, declares. 

The Crown bottle, patterned after 
the coronet of the prince’s family, 
is displayed only in shops measur- 
ing up to standards which he sets. 
Unless a department store or spe- 
cialty shop caters to the clientele 
for which the Matchabelli line is 
designed, it is not given the fran- 
chise, he states. 

Because advertising space _ is 
bought carefully, it is stated, the 
company is able to show a record 
of. success at an advertising cost 
which is said to be one of the low- 
est in the perfume industry. The 
company considers purchasing 
power of circulation as being of 
greater importance than size of cir- 
culation. 

Throughout Matchabelli advertis- 
ing, the conservative tone of the 
company is maintained, with the 
sales story presented in a straight- 
forward and simple manner. Ralph 
Rossiter, Inc. is the agency in 
charge of preparation of the com- 
pany’s advertising. 

Restriction of franchises to a 
relatively small number of outlets 
not only preserves an exclusive tone 
for a line, but avoids price-cutting 
as well, the company believes. 


Mrs. Roosevelt to Start 
New Selby Radio Series 


Mrs. Franklin D. Roosevelt will be 
heard over a nationwide WABC-Col- 
umbia network of 62 stations in a 
new series of programs of especial 
interest to women starting Feb. 15. 
The ten programs of the series will 
be sponsored by the Selby Shoe Com- 
pany, maker of Selby Arch Preserver 
shoes. 

The topic of Mrs. Roosevelt’s series, 
to be heard from 8 to 8:15 p. m., 
EST, each Friday, will be “It’s a 
Woman’s World.” She will discuss 
a number of problems dealing with 
the contemporary American woman. 
As she has done in each of her pre- 
vious sponsored series, Mrs. Roose- 
velt will devote the entire proceeds 
of her broadcasts to charity. 


Bonelli Engaged for 
Chesterfield Series 


Richard Bonelli, leading American 
baritone of the Metropolitan Opera, 
has been engaged as featured soloist 
for the Saturday night broadcasts of 
the Chesterfield series, with Andrew 
Kostelanetz and his orchestra and 
vocal ensemble. He will be heard 
from 9 to 9:30 p. m. EST, over the 
nationwide WABC-CBS network. 

Lucrezia Bori, lyric soprano, is 
presented each Monday on the Lig- 
gett & Meyers Tobacco Company’s 
series for Chesterfields, and Lily 
Pons, coloratura soprano, each 
Wednesday night. 


Kottra to Keeney 


Frank Kottra, formerly associated 
with Electrical Trade Publishing 
Company, has joined the staff of 
Keeney Publishing Company, Chi- 
cago, as circulation manager of its 
two publications, Heating, Piping and 
Air Conditioning, and American 
Artisan. 


PENTON BLDG. 


FRANKLIN H. JOHNSON 


and ASSOCIATES 


Commercial | Consultants 


CLEVELAND, O. 
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Espotabs Copy 
Has OneWoman 
Tell Another 


Philadelphia, Pa., Feb. 7.—Capital- 
izing on the proven effectiveness of 
the “one woman tells another” 
theme, a campaign on Espotabs, tab- 
let laxative, has just been launched 
by The Dill Company, Norristown, 
Pa., in newspapers of 30 cities. 

It was found that word of mouth 
advertising, among women _ espe- 
cially, was a potent source of sales 
for the product. Consequently illus- 
trations in the current drive show 
{ women in many stations of life and 


under many circumstances, with one 
woman always giving this confiden- 
tial advice to another: ‘Next time 
take Espotabs.” 

The suggestion to change to the 
Dill product is given prominent dis- 
play ein every advertisement, with 
caption and text backing up the sug- 
gestion. 

The campaign is current in most 
of the major markets of the East 
and several in the Middle West. Es- 
potabs advertising is under direction 
of John Falkner Arndt & Co., Inc., 
Philadelphia agency. 


Willis Named to Direct 
Air Line’s Publicity 
The P. P. Willis Corporation, Chi- 
cago, has been named publicity coun- 
sel for American Airlines, Inc. Wil- 
liam J. Dunn, formerly associated 
with the air line’s publicity depart- 
ment, will direct the new publicity 
department established by the agency 
to handle this work for American 
Air Lines. The Willis company has 
acted as the air line’s advertising 
agent since 1933. 


Name Brewer-Weeks 


The Shasta Water Company, San 
Francisco, owner of Shasta Springs 
and producer of Shasta water, has ap- 
pointed Brewer-Weeks Company of 

® San Francisco to handle its adver- 
tising. 


PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young |} 
women. 

The only effective 
and economical system for covering the 
Home Economics field thoroughly. 


HOMEMAKERS EDUCATIONALSERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 
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FREE & SLEININGER, INC. 


RADIO STATION REPRESENTATIVES 
SEE PAGE |, "RADIO ADVERTISING RATES AND DATA 


Subscription Renewa 
Rate 


The subscription renewal rate of 
ADVERTISING AGE during the six- 
month period ending December. 31, 
1934, was 70.36 per cent, equalingthe 
remarkable renewal rate established 


in the first half of 1934. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Member A. B. C., A. B. P. 
New York Chicago Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 537 S. Dearborn St. Walton Building Russ Building 536 S. Hill St. 


nn Se , 
| — : 
Cee. 
ae 
Ay eae 
re 
ee 
ee 
ee 
eee 
' eg 
ire 
- 
ane 
i 
pee 
ie 
ae 
; 
we 
tog 
ead 
——————————— eee 
ey bom a ee 
3 eas 
om 3,396,309 - 
Sf HOME MAKER) 70 . 
; VOLUNTARY - 
HM Se a 
LEE, 
ee be 
a 
/ oo ie) 

‘ Se eatecees BF = 
bs eeere _ 
et Beene oP 

: a st 

a igh es = 

. Fires ee 

amen — > 
THE af oy 
’ . ° rae 
- ie 
> oo eaten Wis i 
rere Th ae ay, 
| wort v TEL, 
' 
; 
——————"a"ahADDBaBBBSBS=_aaana==_ 
[i & 
| 4 % ns ae 
AND ; 
a 
r 
Np? 
att 
an 225 NORTH MICICRN AVENUE. CHCRCO 
pect | 
| OOOO 
i 
ee 
: —— - eee | 
“i . a meg = ripit i oe : " , "s a * ped Clone # 7 Ps > 7 Pu - 
i ete Sig Te Alar Th hate ie tr fea ai re Pi try (eeu eS pie ol er ; PRIN ihe ied, a) © ae ? ee 's 54 i en eg A eae c se 9 5) Seen: 7g ere 7 
paige ge Se lee gaa gS a ao iach nh a ee a LOPE EPE ROD Soy Sea ce” Oa Rte, ou a as 2 niet ay -0 eee sgtee yt ofa AS. Tals] Se ue ei, Ginecars  — aiaeip etes Peas. 
" de iti dik. ate ses i ‘i ns 8 hay eho Sai age ee cies " age eee tac. oe eis one Bia, 2 re ee me ear eres eo yarn ea . iene ne Ce oes ec ASS a ee ae 
: oP iktege TREADS ope BEE ee LP SUEIA Wea e meee en oon rere eye eeretae | on STE Nie Me, emery eas eae re Cee eae * pp ee ee Pepe 2s cw He |e ree eee ie cy SRA ed Gnas Ghee oa ei a hk male eee ala meat cae 
A533 se RS ee oH phe Re fay aa meee Te mY Bose os a nm Te yan pa a. Pry ae ‘dander it Ae Sy ton cu See re er ph ig teen i aay pene Ur gate are eT eg , oe Ra Ae a Res se) ree S ea et Tee Rae ge eeaa jeer Lea | % plier Aas gayi a gs =~ eer fee iP co See aa ale ¥ ? pate ek aie Fi ~ 7. si he — Cae ee 


26 


ADVERTISING AGE 


February 9, 1935 


Merle Cox Takes Over 


W. E. Stevens Agency 

The Merle V. Cox Advertising 
Agency, 20 E. Jackson Blvd., Chi- 
cago, has taken over all accounts 
handled by the Willard E. Stevens 
Advertising Agency. Mr. Stevens 
has joined H. W. Kastor & Sons Com- 
pany, Inc. Merle Cox, who has been 
associated with Mr. Stevens for the 
past four years, will carry on the 
business. 

Mr. Cox was formerly a publisher 
in the automobile field, and for years 
was identified with the Chilton Com- 
pany and the Hearst organization in 
the selling of national campaigns in 
— the newspaper and magazine 

elds. 


Helena Rubinstein to 
Husband & Thomas 


Helena Rubinstein, Inc., New York, 
= appointed Husband & Thomas, 
ne. 

The appropriation for 1935 has 
been materially increased over that 
of last year. Newspapers and maga- 
zines will be used. 


Forms New Leigh Firm 


Leigh Advertising Structures, Inc., 
has been formed by Douglas Leigh, 
Inc., New York, electric spectacular 
advertising, with Fred A. Kerwer, 
vice-president, in charge of opera- 
tions of the new subsidiary manu- 
facturing company. 


FACA TO HOLD 
HEARINGS ON 
BEER LABELS 


Trade Names of Domestic 
Brews to Be Studied 


Washington, D. C., Feb. 6.—The 
Federal Alcohol Control Administra- 
tion has issued instructions relative 
to labeling and -reproductions of 
labels, particularly applicable to well 
known brand names, and also en- 
forcement requirements of its re- 
vised labeling regulations for dis- 
tilled spirits, with especial emphasis 
on imported goods. 


Regulations relating to the label- 
ing of domestic products of the brew- 
ing industry concern the much dis- 
cussed question of geographical 
names long used, many of which have 
become generic. 

Joseph H. Choate, Jr., director of 
the FACA, decided that, in an effort 
to obtain the benefit of such factual 
material and views as may be in the 


possession of members of the indus- 
tries affected by the beer labeling 
regulations, a hearing will be con- 
ducted Feb. 13 in the new Depart- 
ment of Justice building. 

Among the names designated for 
discussion relative to their use in 
labeling and accompanying advertise- 
ments are Pilsener, Dortmunder, 
Munchener, Wurzburger, India Pale 
ale, Old German, English ale, Am- 
sterdam ale, Budweiser, Old Heidel- 
berg, Bohemian, Berlinger, Bavarian, 
Scotch ale, Munish. Derivatives of 
the foregoing are likewise included. 

It is stated that “all interested 
parties will be heard upon the ques- 
tion of whether these and such other 
designations as may be suggested at 
the time of the hearing have, by 
reason of usage and common knowl- 
edge, when applied to domestically 
brewed products, lost their geographi- 
cal or distinctive significance to such 
an extent that they have become 
generic.” 

Affect Distilled Spirits 

Regulations affecting labeling re- 
quirements of distilled spirits are 
generally applicable to imported 
varieties. These are included in 
three official releases: 

1. General Release for Imported 
Distilled Spirits, FACA Legal Form 
No. 42. 

2. Limited Release for Imported 


Illustration by John L. Jones... one 
of a series for Graham Paige Motors 
Agency, U. S. 
Advertising Agency, Detroit, Mich. 


Corporation fe 


_ ce sony Py Si sey ee! 


FAWN ART STUDIOS*INCORPORATED 


CLEVELAND « 


DETROIT > 


O-> NEW YORK 


Distilled Spirits, FACA Legal Form 
No. 43. 

3. Release of Imported Distilled 
Spirits to be Relabeled, FACA Legal 
Form No. 44. 

The general release authorizes the 
withdrawal from customs custody of 
any distilled spirits bearing labels 
identical with those shown on the 
photostatic copy, irrespective of the 
customs entry number by which 
covered. 

The limited release authorizes 
withdrawals bearing labels identical 
with those shown on photostatic copy 
in which the entry label must also be 
shown. 

The relabeling release requires 
that oath be made and instructions 
are given as to procedure. 

The requirements apply to all 
whisky, rum, brandy, gin, cordials, 
liqueurs and other distilled spirits 
imported in bottles if withdrawn for 
consumption on or after Feb. 23, 1935. 

For the purposes of the FACA 
regulations as to standard size 
bottles, the term “bottle” is held to 
be any container having a capacity 
of one gallon or less, irrespective of 
the materials from which it is made. 

Section 13 of the revised labeling 
regulations as now in force contains 
the requirement that six specimens 
of any brand label have to be filed 
with the administration and the 
alcoholic beverages importers’ code 
authority not later than ten days 
after the first importation bearing 
the label. 


Electrolux Adds 
To Schedule of 
Magazine Drive 


New York, Feb. 7—Timed to 
open with the early spring season for 
refrigerator sales, the 1935 magazine 
advertising for Electrolux will push 
forward with added momentum into 
the big summer refrigerator sales 
season. 

The eight magazines selected for 
the campaign are The American 
Magazine, Better Homes €& Gardens, 
Collier’s, Cosmopolitan, Good House- 
keeping, Liberty, Saturday Evening 
Post, and Time. All except Liberty 
carried Electrolux copy in 1934. 

Advertisements in full color will 
be run in the Post. In one advertise- 
ment, picturing two women in con- 
versation, one remarks, “. . . and 
the refrigerator my gas company 
recommended was the best looking of 
them all.” In another, a wife tells 
her husband that she is glad they 
took their gas company’s advice. 
“The gas company was right,” an- 
other advertisement is headlined. 

“Just as my gas company said, 
Electrolux is silent and stays silent,” 
a woman pictured in another piece of 
copy relates. 


American Broadcasting 
Company Is Organized 
With station WNEW as the New 
York key station, the American 
Broadcasting Company has_ been 
formed, with offices at 501 Madison 
Ave., New York City. The company 
is reported to have negotiated con- 
tracts with the majority of the radio 
stations formerly associated with the 
American Broadcasting System, Inc. 
ABC program service was recently 
inaugurated to 22 cities from WNEW. 
Those associated in the new ven- 
ture include John Hay Whitney; 
William Cherry, of Cherry & Webb 
Company, operating department 
stores in Providence, R. I., and other 
New England cities, and also owner 
of WPRO, Providence; Benedict 
Gimbel, Jr., president, WIP, Phila- 
delphia; George Schott, owner of sta- 
tions WWVA, Wheeling-Pittsburgh, 
WSPD, Toledo, WMMN, Fairmont, 
W. Va., WWPA, presently assigned 
to Western Pennsylvania, and CKLW, 
Windsor-Detroit; and James K. Nor- 
ris, of William B. Nichols & Co. 
Robert Feldman has been named 
vice-president of WNEW. 


Druggists Run Co-op Copy 


The Associated Community Drug- 
gists, Inc., Cincinnati, O., composed 
of independent druggists of that city, 
has been organized by the Coopera- 
tive Sales Promotion Company to 
conduct an intensive advertising cam- 
paign. Newspapers will be used. 
Earl Herbstreit has been appointed 
advertising manager of the group. 
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First newspaper advertisements in 
the cooperative campaign of 
British millers and bakers has just 
appeared. This one is three full 
columns. The Fruit and Vegetable 
Canners' Association of England 
is also contemplating a coopera- 
tive campaign. 


Apple Campaign 
Is Inaugurated 


Seattle, Wash., Feb. 7.—Immedi- 
ate advertising of Washington boxed 
apples has been authorized by a joint 
committee representing the growers’ 
code and shippers of the boxed ap- 
ple industry of the State of Wash- 
ington. 

Varieties to be featured are Wash- 
ington Delicious and Washington 
Winesaps. A fund of $75,000 has 
been allocated to the advertising 
committee for the winter and spring 
campaign. 

Newspaper advertising, dealer ma- 
terial and radio announcements have 
been released in 36 cities, including 
the major auction markets. Outdoor 
display will also be employed in cer- 
tain markets. 

Carl M. Cleveland, fruit editor of 
the Wenatchee Daily World, has been 
retained as advertising manager. 
Advertising is being prepared and 
released by The Izzard Company, 
Seattle advertising agency. 


Will Present Course 


Edith M. Evans, fashion copywriter 
H. Block Company, 
Indianapolis, and Ernest Cohn, Cen- 
tral Advertising Corporation, will 
conduct a course in advanced copy- 
writing during the spring semester of 
o Indiana University extension divi- 
sion. 


- 


Publishes Poultry Guide 


The “Standard Directory & Buyers 
Guide” for the hatchery and poultry 
supply trade, said to be the first guide: 
published for that field, has been 
issued by Poultry Supply Dealer, 
Chicago. It will be published an- 
nually. 
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KWIK-SOLV GETS TEST 


Soak lethes Without Soap 
.. THE NEW WAY TO DO WASHING! 
THEN SPEEO-WASH WITH 


1 SOAK CLOTWES IN CLEAR WATER 2 
INSTEAD OF SOAPY WATER! KWIK-SOLV § TO 15 MINUTES 
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Introductory newspaper copy on 

Kwik-Solv, »* Colgate-Palmolive- 

Peet laundry soap, which is cur- 

rently being tested in six widely- 

separated cities. Benton & Bowles, 
Inc., is the agency. 


Cuban Cigar 
Imports Rise 
During Drive 


New York, Feb. 7.—A_ recent 
sudden increase in the imports of 
Cuban-made cigars appears to indi- 
cate the effectiveness of the adver- 
tising campaign being conducted by 
the Associated Importers of Havana 
Cigars. 

Data just released by the U. S. 
Department of Commerce reveals 
that November, 1934, was the only 
month for over two years in which 
the value of imports was more than 
$100,000. Imports for the same 
month of 1933 amounted to only 
$46,147, while for most months of 
1933 and 1934, imports amounted to 
less than $25,000. 

While observers point out that the 
reciprocal trade agreement between 
the United States and Cuba would 
tend to increase imports, it is be- 
lieved significant that Havana-made 
cigar consumption has more than 
doubled since the inauguration of 
Associated Importers’ advertising 
campaign. 

The Havana cigar drive began 
with 1,176 line insertions in four 
New York newspapers, and is con- 
tinuing with additional papers be- 
ing used in key cities. 

More than once the supply of 
certain sizes and brands of Havana 
cigars was exhausted, making it im- 
possible for importing firms to fill 
orders promptly. 


S. T. A. Presents Show 


Examples of craftsmanship by 
members of the Chicago Society of 
Typographic Arts are now on exhibit 
at Marshall Field & Co., Chicago. The 
exhibit will close Feb. 15. Some of 
the material displayed is shown for 
the first time in original drawing or 
model. 


RAPID’S CELEB. 


SERIES! 


ad. (S’cuse, please.) 


As Ogden Nash 
might do us an 


People who want speed and 
quality. In photostats 
don’t have to take a holiday. 

And pore over city di- 
rectories with passion that'll 
unnerve us. . . Or commune 
with the Muse in cellars 
imperv’ous. . . All they must 
do is call Rapid Copy 
Service! 


PHOTOSTATS 


RAPID COPY SERVICE 


NEW YORK { Vanderbilt 3-3680 


For all branches 
CLEVELAND: Main 9335 


{ State 5977 
CHICAGO ) For all branches 


Booth Advances Leiser 


Harold O. Leiser, advertising man- 
ager of Walter Booth Shoe Company, 
Milwaukee, has been promoted to 
the post of sales manager. He will 
continue to direct the company’s ad- 
vertising. 


Miller to Central 


Rudolph Miller has joined the Cen- 
tral Advertising Corporation, Indian- 
apolis, as vice-president in charge of 
promotion. Mr. Miller was manager 
of the sales promotion service of the 
National Retail Hardware Associa- 
tion for seven years. 


Wetzel Appoints 


Calkins & Holden have been ap- 
pointed to handle the advertising of 
Wetzel, New York tailor. 


Cellophane Is 
Used by Booth 
To Wrap Fish 


Chicago, Feb. 6.—In line with the 
trend toward the use of Cellophane 
for packaging, the shiny substance 
has been adopted by Booth Fisheries 
Corporation for the wrapping of 
certain fish. 


The company is now marketing 
Cellophane-wrapped “Seatang Tasty 
Loins” of mackerel, haddock, perch 
and pike. The individual package 
varies in weight between 10 and 14 
ounces. Ready acceptance by deal- 
ers and consumers is reported. The 


product is skinless and boneless. 

Sales of Booth’s glass - packed 
spiced and pickled fish during the 
1934-35 winter season are triple 
those of the corresponding season a 
year ago, according to E. V. Berto- 
lini, advertising manager. 


Three years ago the company be- 
gan a definite promotion of spiced 
and pickled fish, in an attempt to 
rejuvenate an old liking for that 
type of product. In the early days 
of this country, it was the custom 
in many families to spice or pickle 
fish, but the modern pace of living 
leaves little time for such activity 
at home. Consumers quickly re- 
sponded to the offer of spiced or 
pickled fish packaged in glass con- 
tainers. To supply various needs, 
the fish is packed in containers rang- 


ing in size from five ounces to one 
gallon. 


Printers Name AF-GL 


Albert Frank-Guenther Law, Inc., 
has been appointed to direct the ad- 
vertising of William C. Popper & Co., 
printers and lithographers, New York. 
Julian J. Proskauer is managing the 
advertising for the firm. Robert J. 
Misch is account executive of the 
agency. Newspapers will be used. 


Hall With K. & E. 


Randolph Hall, formerly director of 
radio advertising and publicity for 
L. Bamberger & Co. and previously 
in the radio departments of McCann- 
Erickson, Inc., and Batten, Barton, 
Durstine & Osborn, Inc., has joined 
the copy department of Kenyon & 
Eckhardt, Inc., New York. 


in the new trend toward 


ECONOMIC CIRCULATION 


—Bhstee (atl 


DELINEATOR has clipped more than half a million from its 


circulation guarantee by eliminating all stunt and so-called forced 


circulation methods. 


DELINEATOR has built a magazine for the young-minded, liberal 
woman (whether she be twenty or fifty) who thinks, acts, and buys in 


the 1935 manner . . . who sets the preference habits for her entire 


family (and not infrequently for her friends.) 


DELINEATOR saves advertisers’ money without sacrificing full 


“woman’s magazine” coverage—$2,150 less for a black and white 


page, $2,900 less for a color page. Delineator rates are based on a 


circulation of 1,500,000—(net paid, effective with April.) 


Space now selling for May issue. It will be a great 


magazine. You can’t afford not to be represented. 


| ows Ui. an / April issue increased 12 pages at the last 


moment to accommodate advertisers who decided to back their 


convictions with their orders. 


DELINEATOR 


NEW YORK 
CHICAGO 


SAN FRANCISCO 


* eat y. FD Sage Fe as a ee Tes veo ee fit saith ae (RPM UM Pic Sar 1 Fae Oe ae a ERM: “on a Sails Cae eit te BE Mag ae = > << 
s ; ; ‘ ee rh: poe iy : i : : . a - : es 3 . 7 eee : : at ? . si ” a ee, 
* er 
=i 
NSS SSS sess Neh NN NS : 
oo - ee — — —- wT Z 
ee | eC a | | | 
Po a 
| ee 
| | 
| » > 
Fr x Picts 
A a 4 ee | 
| ‘ 4 ‘ "s i ‘ 
Y "¢ A 
fa v ty ; 
J - ; 
= ah P PC 
| Adtenishing reap discovery now cuts coors e ip : 
SON gives ter dleener, whiter hermes! ep | 
qianee tants cho tp pad Slew sum ond 
| ¢ —_——— 7" 
\ s ae e 
AY Berg a2 
SUPER \ piel 
SOap | ce 
NOTH ane’ Semmes S | eres 
= I 
eet 
| ice 
: Feigao at 
Chun 
Gate 
[ee 
ihe 
hae 
= ee 
ey 
3 eR 
eres 
ae 
iawn og 
Seem ee, 
oo te 
ees 
‘ ; i, 
te 
ge 
pla 
Te te a 
eae 
eae 
oe 
a eee 
9 nt 
ee a 
eae 
~- - = fie pees 
sa AER ee 
ine 
ep 
ie 
ee 
are ee 
Bid 
. | 
, 
: PO a 
| 
\- 
es 
- 
, Ps 
=] 
— ESE SSS : 
a ee irae 
zl abe 
7 Pe a 
r is x - 
‘ : 
' ary 
po x eee 
4 PC sgh 
coupe 
n Soa 
7} | ee 
SSC 
, Zu 
> 
| CC 
| 
| : 
| 
r 
, i 
> 
i a | 
€r Ss 
: a 
P| 
“Tr 
| Fo 
TT 
. - tti‘i—iS@Y : ‘ 
, : ee X 
\-- 
‘ 
im A aa ‘ bi PSe'4 a 2; F f : i - ae ate " ae NE ‘ . A . <* 7 a a : a pe Re ee ee: 7 
ees eto Ce pee eee SR b See ty | PT ORRILG aA SIMRO E he) oy ion aes cea OTR ea Tine tke cSt NO ie eet. er a © ea ae 
ee Gee eae Las sea al ache te Nes ee NE So ese  g e gs cements. SL Mae SAT i ity Poe WEE se Gren | Say” oa 
nt ta aa) tn? Big Ree iP es , OP ce eee a, 8" Fe ee Pena et ss eft eed pet oa ee bo nae ies 7 Br Neh ieee gee ae a ey 
rales a eS des a ey pee mime ig ate ie St ees fie pale ne a) Bae, pea otis Fe Ae hn ae SEAS wi toe 2 Me isd aes fe St Tee eran yin SS ee Lar ee Vise eee . 
A Tee Se a) Mt Ketel ed ee, bebe Sar Be a gn a eth at eee aia, Peg Me Sle y oe” ht oe eae re re ree, Rage tte nS Oe os eas De ee raat EAs pt a aie a te) ed a ee eer a Re er ake . : 

So Ce A asec SO YR ot a OB ae ‘ee yee teen eee lines aa or i ie i eta aeeer ae ~ eon virosy ys ee ee ie hea eee Cll on eee, oe sickle a os A ee a Ee a NE 
CO Ea: Pape Nears aR aon ee Onan, ea eae 2 tpt atic” 9 US ae Rech i Teeth Goce Mere TY Reer pea oS aes ak st cen 2, 2 ea aN a CLO TaN I a bal alle Ss Hype NOM rok ce EE A fee GAL A Rk LOE Cor BAR tte Oe Bek SHISER ry RNY nn hey RR EE ae lp Gas ave aL a Tae si A ey 
Se ie harry LT Re eae eine ce a ek on, oe en mit, VED Se, goer eW iM ir Be. kyr aay Kd Mewes |p 4° aye tes Sr ee ee = é rey ey oe hens : ‘ vrais eu ie aes ¢ s Pde a a ek, ety cert, NTR Le Pye a ee se Ae ee ty Ne LS | Boe Stas ee ica ait ca ge, Weatee ieee 
Ce ee sy a Bg Pee cere a eS on) SR Lae Pe aN eee a ts A ee eee ee vetoes me a ile as Os tables NER Peed RS NY lg! yi nae ga A RC eis nu Bee Ce aoe cg Sl He Re A eR Sy eae eee PRM Ate ie ts igguore am 


28 


ADVERTISING AGE 


February 9, 1935 


Gets Dioxogen Account 

The Oakland Chemical Company, 
manufacturer of Dioxogen cream, has 
appointed Small, Kleppner & Seiffer, 
Inc., New York, to direct advertising 
of this product. 


The 

WAREHOUSING 
MOTOR FREIGHT and 
TRANSFER fields offer 
makers of automotive 
products a live and 
reliable market for sales 
outlets and one that 
can be blanketed thru a 


single publication. 


DISTRIBUTION & WAREHOUSING 
(now in its 33rd year of publication) 
249 West 39th St. 


New York N.Y. 


REVEALS RESULTS 
OF TRAFFIC- DRUG 
STORE RESEARCH 


Neighborhood Outlets Urged 


to Study Buying Hours 


Washington, D. C. Feb. 7—| 
Neighborhdod drug store owners 
should study ways to adapt the pro- 
motion of business to the make-up, 
time and quantity of traffic, the Bu- 
reau of Foreign and Domestic Com- 
merce, U. S. Department of Com- 
merce, declares following detailed 
traffic studies of six neighborhood 
drug stores in St. Louis. 


The bureau has released a spe- 
cial analysis based on the studies. 
The survey findings are seen as hav- 
ing an important bearing on mer- 
chandising practices of drug stores 
and other retail outlets, as well. 

Five of the stores studied were 
located on corners having street car 
or bus stops and one was situated 


in the middle of the block at a short 
distance from transportaion points. 

Twenty-six of every 100 pedes- 
trians approaching the six stores en- 
tered, it was found. Thus for the 
day as a whole, out of every 3.8 per- 
sons in traffic, one entered the 
store. However, for different pe- 
riods of the day, the rate varied 
widely. 

Study of the sex, age and action 
groups of the traffic at various times 
of day discloses the reasons for the 
fluctuation, the government report 
states. 

People are least likely to buy when 


‘they are intent on other interests, it 


is indicated. When men and women 
are going to work and children are 
going to school, the six neighbor- 
hood drug stores surveyed attract 
one customer for every 7.3 people 
in traffic. 


Studied by Hours 


“It is also evident that a smaller 
proportion of the people are likely 
to buy during the long run of the 
afternoon, from 2 to 5 p. m., because 
of the larger proportion of children 
on the street,” the report states. 
“For these hours one person enters 
the store out of every 4.6 persons in 
the traffic.” 

' The data shows clearly that peo- 
ple making up traffic are in a much 
better purchasing mood when they 


ARTISTS °® 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


workmen 


All Departments 


Directors 


General Manager 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


LUTHER Lc. ROGERS, Chairman 
A. R. SCHULZ, President and 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS °® 
PLANNING @ 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ail parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


EXECUTIVES: 


J. W. HUTCHINSON, Vice Pres. and 
ales Director 


ENGRAVERS °@ 
PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


W. E. FREELAND, Secretary and 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 


H. J. WHITCOMB, Vice } 
President | 


Treasurer | 


FREE ANALYSIS 


Your handurifineg reveals your PERSONALITY 
my 8 *1 will give you a FREE 


CONFIDENTIAL READING | 
of your personality and | 


a 
Of wat, why wot? De you suffer because you are not understood? . .. 

‘ARE YOU HAPPY This persomaisty analysts will help you solee your 4 

Nae ee nae | ome - - ome & 


tnd WAM me of rhese 999 CASH PRIZES 
for the handwriting that vhows the most UTMESTMG | ~ 
PERSOMALITY 6 / 


Five-column newspaper advertise- 
ment for Chipso, Procter & Gam- 
ble product, which appeared in 
Atlantic City papers last week. 
It announces a handwriting con- 
test and free readings. 


have leisure or are recreation-bound, 
since a customer is found among 
each 1.9 persons in the hours from 
10 p. m. to midnight, it is stated. 

The drawing power of the neigh- 
borhood drug store is far better after 
nightfall than it is during the day- 
light hours, the survey proved. For 
the period from 5 p. m. to midnight 
a customer was found among each 
3.1 persons. During this period there 
is comparatively little competition 
from other kinds of business, it is 
pointed out, and the proportion of 
children in traffic is smaller than in 
any other extended period. 

“A study of this data makes it 
quite clear that the neighborhood 
druggist should consider means to 
adapt the promotion of his business 
to the make-up and time and quan- 
tity of the traffic,” is the conclusion 
reached. “By taking account of the 
composition of the traffic during dif- 
ferent periods and at those times 
emphasizing merchandise most likely 
to meet the immediate need of the 
people making up its numbers, the 
merchant may find that he has added 
to the day’s receipts. By specially 
appealing to the groups making up 
the major part of the traffic at dull 
times of day the business is not 
endangered at other times.” 

Ratios of traffic to customer ar- 
rival during different periods of the 
day are as follows, with the period, 
and numbers in traffic per customer 
arrival shown respectively: 

Morning rush hours, 7 to 9 a. m., 
7.3; mid-morning, 9 to 11 a. m., 4.2; 
late morning, 11 a. m. to noon, 3.7; 
luncheon hours, noon to 2 p. m., 3.7; 
early afternoon, 2 to 3 p. m., 4.4; 
late afternoon, 3 to 5 p. m., 4.6; 
afternoon rush hours, 5 to 7 p. m., 
4.3; evening, 7 to 10 p. m, 2.8; 
night, 10 p. m. to midnight, 1.9. 

Morning, 7 a. m. to noon, 5.0; 
afternoon, noon to 5 p. m., 4.2; even- 
ing and night, 5 p. m. to midnight, 
3.1; entire operating day, 7 a. m. to 
midnight, 3.8. 


Nine New Jersey 
Weeklies Form Group 


Nine weekly newspapers published 
in Middlesex and Union counties, 
New Jersey, have consolidated as an 
aid in obtaining national advertis- 
ing. Under the new plan only one 
insertion order will be necessary to 
place advertising in all nine papers. 

Included in the group are the 
Union County Home News, Metuchen 
Review, Springfield Sun, New Bruns- 
wick Spokesman, South River Spokes- 
man, Milltown Review, Raritan 
Weekly Times, Dunellen Chronicle, 
and South Plainfield Chronicle. 


Montgomery Promoted 

Paul Montgomery has been ap- 
pointed manager of Business Week, 
New York. Glenn Griswold, McGraw- 
Hill vice-president, announced this 
week. For the past year, Mr. Mont- 
gomery has been Eastern sales man- 
ager of the magazine. 


Death of J. F. Braid 


J. Fred Braid, 60, advertising 
manager of the Seattle Times, died 


Feb. 2 after a heart attack. 


Famous Name 
Borne by New 
Refrigerator 


Chicago, Feb. 6.—Inspired by the 
first page of advertising to appear in 
behalf of its new refrigerator, Fair- 
banks-Morse Home Appliances, Inc., 
is rushing plans for dealer and dis- 
tributor meetings which will com- 
plete its national sales organization. 

In addition to the electric refriger- 
ator, home and automobile radios, 
electric washers and electric ironers 
will be manufactured by the subsidi- 
ary to the widely known Fairbanks- 
Morse & Co. The company recently 
entered the radio field by acquiring 
patents owned by the Audiola Radio 
Company. As far as possible, the 
same dealers and distributors will 
handle the family of products. 

The initial advertisement for the 
refrigerator featured the double door 
construction which permits the user 
to reach fruit and other foods which 
require little refrigeration, without 
opening the inner door. This con- 
servation of refrigeration, the adver- 
tisement asserted, means a 25 per 
cent saving each year. The double 
door plan is patented by the com- 
pany. 

The first advertisement also was 
reported to be far more effective 
than could be expected by any new 
company, the Fairbanks-Morse pres- 
tige apparently weighing heavily 
with the general public in spite of 
the fact that the company has oper- 
ated principally in the industrial 
field. 

Advertising of Fairbanks - Morse 
Home Appliances, Inc., is handled by 
Hetiri, Hurst & McDonald, Chicago. 


Ernest Davids 
Adds 3 to Staff 


New York, Feb. 7.—The general 
advertising and merchandising agency 
of Ernest Davids, Inc., 347 Madison 
Ave., underwent an expansion this 
week which involved the addition of 
three vice-presidents. 

Two of them, A. Z. Hirsch and C. 
J. Masseck, were formerly associated 
with W. I. Tracy, Inc. The third, 
R. A. Turpen, was for many years 
with the Scripps-Howard organiza- 
tion and prior to that with the 
Crowell Publishing Company. 

Prior to joining W. I. Tracy, Inc., 
three years ago as vice-president and 
art director, Mr. Hirsch headed his 
own agency, W. E. H., Inc. 

Mr. Masseck was also a vice-presi- 
dent of the Tracy agency. For eight 
years prior to the merger with the 
Erickson company, he was an account 
executive of the H. K. McCann Com- 
pany, working principally on the 
Standard Oil account. 


Sparton to Return 
to Radio Feb. 10 


The Sparton program will return 
to the air Sunday, Feb. 10, with an 
enlarged program, the time being ex- 
tended to a half-hour broadcast start- 
ing at 4 p. m. each Sunday. Spon- 
sored by the Sparks-Withington Com- 
pany, Jackson, Mich., maker of 
radios, electric refrigerators, radio 
tubes and automobile horns, the pro- 
gram will again be broadcast over 
the NBC Blue network. The com- 
pany has extended its group stations 
to include sections of the United 
States not heretofore contacted. 

Talent will include Jolly Coburn 
and his orchestra, the Triolians, spe- 
cialty artists, the Sparton Embassy 
choir, and Casper Reardon, sym- 
phonic harpist. United States Ad- 
vertising Corporation, Toledo, is the 
agency. 


Free & Sleininger Set 


Up Transcription Rooms 


Chicago and New York offices of 
Free & Sleininger, radio representa- 
tives, are installing transcription re- 
production equipment so that sam- 
ples of both Daily World Program 
Service and “tailor-made” recordings 
of the World Broadcasting System 
may be auditioned there for agencies 
and clients. 

The Daily World Program Service 
of the World Broadcasting System is 
now subscribed to and broadcast by 
eleven of the stations represented by 
Free & Sleininger. 
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YOUR MONEY BACK 


AND A NEW HAT-FREE! 


... df we fail to please you 


LAUDE HOPKINS once told us that 

an advertiser should not expect buy- 

ers to assume the risk of trying a new 

product or service. The seller should 

assume the burden of proof. So the 

‘““Money Back Guarantee’ came to be a 

much used tool of the profession, as it 
is commonly called. 

But trying out a new engraving service 

is a little different than buying a box of 

pills or a bottle of hair restorer. If the 

new engraver fails to cure, your routine 


is annoyingly gummed up, even if you 


get your money back. 


tee for advertising men: ‘‘ We assure you good 


plates that print well, or you pay nothing.” 


Our advertising friends say that you 


are entitled to more than a money back 


guarantee. But it sounds a little 
hysterical for an engraver to 
shout —‘‘Double Your Money 
Back.” Although it’s a great 
idea for Mr. Hormel, we think 
advertising men are different, 
and might resent the implication. 

Here’s our version of a guaran- 


Inc, 
.¢ 


antee you talk about. 


Name.. 


LOW PRESSURE COUPON 
COLLINS, MILLER & HUTCHINGS, 717 S. Wells St., Chicago, Illinois 
Your proposition sounds sporting enough. I would like to read that guar- 


Address 


City ig 


If you want to see a CMH service man check here [J 


PHOTOGRAPH BY WESLEY BOWMAN 


STUDIOS 


: CN 4 
38 


Beyond that, we make this sporting 
proposition: Should we have to make 


good on the guarantee, we will 
buy you a swell new hat* for 
your trouble so you won’t be 
peeved at us. 

You will be the judge and 
jury —we have no Hemming 
and Hawing Committee. ! 

That’s fair enough, isn’t it? 


PHOTO ENGRAVERS __ 


717 SOUTH WELLS STREET, CHICAGO, ILLINOIS 


* Should it fall your lot to collect 


—and you already have a hat, 
you can turn this in on cigars, 
drinks or theatre tickets. 
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MEN IN 


WASHINGTON 


~ 


They’re ‘“‘the top”. 
and they say ‘OK, 
construction indus- 


try, go ahead”. 


Notes from addresses at the an- 
nual AGC meeting in Washing- 
ton, January 30: 


Grorce L. Berry, Deputy NRA 
Administrator in charge of con- 
struction codes, stated that Presi- 
I dent Roosevelt had authorized 
him to say to the contractors of 
America that they have nothing 
to fear from the public works 
relief program. The President, 
he declared, realizes that the 
construction industry and con- 
tracting are vital elements in the 
durable goods industries of the 
country and he contemplates no 
disturbance in construction that 
might affect recovery of durable 
goods industries, upon which re- 
covery of the nation now de- 
pends. Contractors will get a fair 
share of the work provided by 
the new program. 


Dr. Etwoop MEAp, Commissioner 
of Reclamation, said he was not 
worried about the manner in 
which the new works program 
will be conducted. In the execu- 
tion of heavy construction, such 
as structures built by the Bureau 
of Reclamation, it is virtually 
impossible to conduct the work 
by any method other than regu- 
lar contracting and it is un- 
thinkable, he asserted, that the 
President has anything else in 
mind. 


GENERAL E. M. MArKHAM, Chief 
of Engineers, declared that in 
the $500,000,000 emergency work 
carried out by the Corps of En- 
gineers the past two years, the 
successful conduct of that work 
has been due solely to the efforts, 
skill and cooperation of the con- 
tractors. He said the Engineers 
do not know at this time just 
how much of the new funds will 
be allotted to them, but there is 
certainly no intention on their 
part to depart frem present cus- 
tom of contracting which the 
Engineers regard as vital to the 
satisfactory and successful con- 
duct and completion of their 
program. 


This reassurance from the top 
nudges us to make an appro- 
priate and helpful reminder to 
manufacturers of equipment and 
materials for the construction in- 
dustry. It is more important 


than ever that they put or keep 
their advertising on a continuity 
basis in— 


McGraw-Hill Publications 
330 W. 42nd St., New York 


a 


ADVERTISING 
IN MAGAZINES 
CONTINUES UP 


Chicago, Feb. 7. — Substantial 
gains in advertising lineage are 
shown by all classes of magazines 
during February, as compared with 
the same month of last year, except 
for those in the standard group, 
ADVERTISING AGE’s analysis of the 
monthly report of National Adver- 
tising Records shows. 

The highest proportionate gain 
among groups of magazines was 
registered by the eight outdoor 
publications measured. These pa- 
pers carried 53,146 lines of adver- 
tising this month, compared with 
42,196 in February of 1934, for a 
gain of 10,950 lines, or almost 26 
per cent. 

The eight standard publications 
did not fare so well as a group. 
They carried a total of 34,991 lines 
this month, as against 38,396 lines 
last February, for a loss of 3,405 
lines, or approximatetly 8.8 per cent. 

The 34 general magazines meas- 
ured by National Advertising Rec- 
ords during both 1935 and 1934 
showed a gain of 13 per cent over 
last year. They carried 418,009 lines 
of advertising this year, 46,855 
more than the 361,154 lines carried 
in February, 1934. 

Eighteen women’s magazines 
gained 24,225 lines over last year, 
or about 5.5 per cent. They pub- 
lished 461,735 lines of advertising 
this month and 437,510 lines in Feb- 
ruary last year. 

Six women’s groups which were 
in existence last year carried 101,- 
935 lines then, compared with 121,- 
491 lines this month, for a gain of 
19,556 lines or 19.2 per cent. 

The 11 mail order papers meas- 
ured 53,884 lines this year, and 
47,668 lines last year, for a gain of 
6,216 lines or 13 per cent. 

Twelve weeklies whose January 
figures are analyzed carried 534,135 
lines of advertising last month, and 
485,280 lines in January of 1934 for 
a gain of 48,855 lines, or 10.1 per 
cent. 


Detailed Figures Given 


Detailed figures for each of the 
publications measured are given in 
the following table: 


Standard 
1935 1934 
American Mercury ... 2,625 2,578 
Atlantic Monthly .... 8,395 5.692 
Current History ..... 2,213 2.840 
Forum and Century... 4,640 4,037 
Golden Book ........ 3,132 2,826 
Harper's Magazine ... 6,119 8,029 
Review of Reviews... 3,775 7,101 
EE xen. 504-400-000 4,092 5,293 
Weta! Grows. <osees 34,991 38,396 
General 
pg ee 16.941 15.043 
American Boy ....... 6,476 3.256 
American Golfer ..... 5,910 4,160 
American Home ..... 14,441 8,425 
Arts and Decoration... 5,712 7,728 
BE Seccee betes kb K 34 2,952 2,302 
Better Homes & Gar- 

CO AAR ae ee 15,184 15,188 
AME wie Fa< woe se 10,928 9,412 
Ce ED. 6 26:5 5.4-05 00 3,486 3,851 
Christian Herald ..... 10,112 9,768 
College Humor ...... 2,729 4,367 
Cosmopolitan ........ 22,866 22,811 
Ceuntry Life ........ 13,741 8,981 
i EE Ce Pe 21,103 620cn 
er ee 57,986 42,739 
Graduate Group, Issue not Rec. 1,716 
House and Garden.... 17,245 18,053 
House Beautiful ..... 15,859 10,559 
pO ge MG a Per arere a 13,089 10,332 
eee ee 4,275 4,236 
US Re ee eee 7,847 7.175 
Modern Mechanix .... 12,491 9,363 
National Geographic.. 4.914 4,865 
Nation’s Business .... 16,583 15,176 
Open Road for Boys.. 3,647 3,341 
Physical Culture ..... 12,164 10,474 
Popular Mechanics .. 16,612 12,979 
Popular Se. Monthly... 12,072 10,425 
OE: 4.6 shape es * 18,695 14,694 
Scientific American 4,151 2,739 
BAe ee 14,098 12,782 
SE” Vista arate’. o wees OGS'88 20,104 20,195 
EE 3660. 044 5040 O65 10,791 6,612 
ET Si DGS Kv 0 0 4S 0S 3,892 6,645 
True Detective Mvys- 

CE she ackce ds bo 040 0 4,735 3,549 
Wee WUT bes ccc 15,281 18,929 

Vetal Grows: ..i.... 439,112 362,870 

*No back year figure, 

Women’s 
1935 1934 
ee ee 20,786 27,083 
Farmer’s Wife ....... 12,883 11,121 


1935 1934 
Good Housekeeping... 46,903 42,290 
Harper's Bazaar ..... 47,658 45,927 
=") SA Cee 11,999 12,290 
H6usehold Magazine... 14,304 13,381 
Junior League Mag.. 6,431 4,746 
Ladies’ Home Journal 45,586 44,453 
a aS eae eee 46,043 41,208 
Needlecraft .......... 7,011 6,232 
Parents Magazine..... 18,082 13,630 
PT 3s kaaneeane 9,280 12,075 
Pictorial Rev.ew..... 19,533 20,964 
Shadoplay .....--.s0. 7,051 8,881 
"ee. GOOG .. tre2 teen 24,982 20,841 
.. ere. we 64,612 56,176 
Woman's Home Com- 

BOMIOR .covetadscie< 46,100 47,957 
Women's World ...... 12,491 8,255 
Total Group ....... 461,735 437,510 
Women's Groups 

Fawcett Women’s Group 
Hollywood Magazine 11,410 7,439 
Screen Book ....... 11,470 7,653 
*Radioland ......... 9,778 cee 
Screen Play Maga- 
ES a err 12,322 8,565 


True Confessions... 10,103 9,054 
MacFadden's Women's Group 


True Romances .... 13,819 10,069 
*Movie Mirror ...... 15,660 +ee 
*Love and Romance. 13,447 
*Radio Mirror ...... 12,478 
*True Experiences... 13,298 

Modern Magazines 
Modern Screen ..... 17,376 13,810 
*Modern Romances.. 16,255 eae 
“Ragin Stare 2.6... 16,023 ene 
Motion Picture Unit.. 8,190 12,802 
Screenland Unit 

Screenland ......... 9,098 9,527 

Silver Screen ...... 9,920 9,663 
Tower Hagazines... 18,783 13,553 

Potad Grows ss... 218,430 101,935 

*No back year figures. 

Outdoor 
1935 1934 

Field and Stream..... 10,238 7,511 
Fur-Fish-Game ...... 6,502 6,468 
Hunter-Trader-Trapper 5,314 5,460 
Hunting and Fishing. 5,702 4,246 
National Sportsman... 6,536 4,808 
Se a eee 5,083 4,462 
OusGoor Life ........ 7,625 4,745 
Sports Afleld ........ 6,146 4,496 

Total Group ....... 53,146 42,196 

Mail Order 

a rere re 6,692 7,361 
Gentlewoman ........ 6,126 5,100 
moo08 Gtories ......... 6,260 5,187 
ssome Cirole ......<.. 4,383 4,681 
Home Friend ......... 4,423 3,584 
Household Management 

0 Be re 1,852 2,252 
Illustrated Mechanics. 3,044 2,720 
EP eee 2,530 2,548 
Mother’s—Home Life.. 4,832 4,479 
“Pathfinder ...cccesvs 11,886 8,064 
Sovereign Visitor..... 1,856 1,692 

Total Group ....... 53,884 47,668 


*January Figures. 


January Advertising Lineage in 
Magazines 
Weeklies and *Semi-Monthlies 

American Weekly..... 44,754 46,585 
Business Week ...... 21,965 17,205 
eS ee 54,611 
tn ee ee 11,510 10,741 
oo So ee 17,302 
ee an ere 18,462 16,105 
Literary Digest...... 24,100 25,814 
POOW TOPO ..0c5- 0s 73,296 72,995 
Saturday Eve. Post...116,169 107,024 
i, Cee, ee eee 82,726 70,956 
*Town & Country.... 21,945 19,957 
7United States News.. 41,326 25,985 

Total Group .......534,135 485,280 


*Figures supplied by publisher. 


Lewis Starts Own 
New York Agency 


W. B. Lewis this week announced 
the establishment of a new agency, 
Lewis and Clark, Inc., at 30 Rocke- 
feller Plaza, New York. 

Mr. Lewis was recently copy chief 
in the New York office of Badger 
and Browning & Hersey, Inc., and 
previously had been with J. Walter 
Thompson Company as well as 
Joseph Richards Company before 
the Richardson, Alley and Richards 
merger. 


Bolling to Detroit 


George Bolling has been ap- 
pointed manager of the Detroit 
office of Greig, Blair & Spight, Inc., 
radio station representative. Mr. 
Bolling has been associated with the 
Hays MacFarland Agency and sta- 
tion KYW, Chicago, and more re- 
cently was assistant commercial 
manager of station WXYZ, Detroit. 


Appoints Reach 


Charles Dallas Reach Advertising 
Agency, Newark, N. J., has been ap- 
pointed by the White Tar Company, 
Kearny, N. J., to handle its adver- 
tising. The campaign now being re- 
leased consists of direct mail and 
trade paper copy. 


Takes Larger Quarters 


The magazine Your Garden and 
Home, now the official organ for the 
Garden Clubs of Ohio, has moved 
to larger offices in the Union Trust 
Bldg., 1100 Chester Ave., Cleveland. 


Women’s Club to 
Test “Different” 
Child’s Program 


New York, Feb. 7A new de- 
parture in juvenile radio programs 
will be undertaken over WABC and 
Columbia network on Tuesday, Feb. 
19, from 5 to 5:15 P. M., EST, when 
the radio committee of the Scars- 
dale, N. Y., Woman’s Club will pre- 
sent a 15-minute playlet for children 
entitled ‘Westchester Cowboys.” 
The playlet was written by members 
of the club and will be produced 
and acted by amateurs under club 
supervision. Columbia is presenting 
the playlet as the work of a 
woman’s group in a typical Ameri- 
can residential community and will 
ask for the reaction on the part of 
both children and parents. 

“The program was. conceived,” 
Mrs. George Ernst of the Woman’s 
Club said, “in an effort to determine 
whether programs that satisfy par- 
ents can still ;satisfy children, and 
also whether there is a wide differ- 
ence in taste in diverse communi- 
ties.” 

The setting of the playlet to be 
used on Feb. 19 is neutral West- 
chester, N. Y., during the American 
Revolution. It was written by Mary 
Urmston, Scarsdale school teacher, 
and adapted for radio use by mem- 
bers of the club radio committee. 

This committee has attracted con- 
siderable attention in and around 
New York City with its weekly re- 
views of programs given during the 
hours when children listen to the 
radio—not from the viewpoint of 
censorship but to act as a guide for 
those parents who wish to direct 
their children’s attention to the bet- 
ter programs available to them. 


Start Jacqueline Drive 


A campaign for Jacqueline Modes, 
footwear made by Wohl Shoe Com- 
pany, St. Louis, will be launched 
Feb. 15 in Harper’s Bazaar and 
Vogue. Full pages will be used. 
Louis E. Westheimer & Co., St. 
Louis, are in charge of the advertis- 
ing account. 


Names Carlson Symons 


Carlson Symons, Pittsburgh, has 
been appointed by the. Miller Print- 
ing & Machinery Company of that 
city to direct its 1935 advertising 
program, which begins Feb. 18. 
Trade publications and direct mail 
will be used. 


Name G. M. Kohn 


Geo. M. Kohn, Inc., Atlanta, Ga., 
publishers’ representative, has been 
appointed to represent the Norfolk 
Ledger Dispatch and Virginian-Pilot 
in the Southern territory. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITION WANTED 


Young Man Copywriter 

Wants position with agency or ad- 
vertiser. 3% years of agency ex- 
perience as service-production man 
and junior copywriter on national 
accounts. University background. 
Personality, able to meet people. Now 
employed. Box 540, ADVERTISING AGE, 
Chicago. 


HELP WANTED 


Printing and advertising salesman 
of proven ability. Familiar with ad- 
vertising and sales promotion prob- 
lems and having original and con- 
structive ideas for direct-by-mail pub- 
licity. Box 539, ADVERTISING AGE, 
Chicago. 


PHOTO-ENGRAVING SALESMEN 
with good following, exceptional op- 
portunity with progressive plant. 
Replies strictly confidential. Our 
men know of this ad. Box 537, Ap 
VERTISING AGE, Chicago. 


B. S. Washer Dies 
After Heart Attack 


Ben Selig Washer, for many years 
a prominent figure in Louisville 
newspaper and business circles, died 
Tuesday, Feb. 5, at his home in that 
city, following a heart attack. 

Mr. Washer was city editor and 
later managing editor of the old 
Louisville Herald, and later attorney 
for the Herald-Post Company, which 
he also served as trustee in bank- 
ruptey after the company’s failure in 
1930. 

At the time of his death Mr. 
Washer was president of the Ken- 
tucky Home Life Insurance Com- 
pany, Louisville, and vice-president 
of the Kaufman Straus Company. 
He was also a director of the City 
Stores Company, New York. 


Protects Displays 


The American Chemical Paint 
Company, Ambler, Pa., has _ intro- 
duced a new product, Lithoform, a 
liquid chemical which prevents peel- 
ing or “popping” of paint on galvan- 
ized iron panel bulletins. A bulletin 
dealing with the product has been 
published by the company. 


Maland, Palmer Advanced 


J. O. Maland, manager of station 
WHO, Des Moines, and D. D. Palmer 
have been elected vice-presidents of 
the Central Broadcasting Company. 
William M. Brandon has been named 
secretary. 


According to the linage figures 
this week in Advertising Age 


SPORTS AFIELD 


shows an increase of 1778 


lines . 
ruary, 1934 of . . 


..a gain over Feb- 


ob) .3% 


and 


SPORTS AFIELD March Issue 


now on the presses, will 


show an increase of approx- 
imately 2589 lines: A gain 
over March, 1934, of .... 


ob 6 dB % 


"THESE increases teJl us that advertisers have 
confidence in this publication and substan- 
tiate what they have been telling us about the real 


job SPORTS AFIELD is doing for them. 


These 


figures show appreciation of the splendid circula- 
tion BONUS being delivered at this time. 


SPORTS AFIELD is making the ‘1935 advertising 
dollar’’ of its advertisers worth a minimum of 
$1.25+ (figuring the bonus of paid circulation 
only -— and not counting any of the big bonus of 
‘*Qualified”’ controlled.) 


NEW YORK 
369 Lexington Ave, 


CHICAGO 
30 North Michigan Ave. 


MINNEAPOLIS 
900 
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Chew, Hearst Veteran 
Rep, Dies in East 


A Hearst advertising executive 
for many years, Wilson W. Chew, 
59, died Monday at his home in 
Bronxville, N. Y., of a complication 
of diseases. He is survived by his 
widow and two sons. 

Entering the newspaper field in 
Philadelphia, he joined the staff of 
the New York Evening Journal and 
later was with other Hearst papers. 
For 12 years he was Eastern adver- 
tising representative of the Hearst 
Pacific Coast morning newspapers. 
Following amalgamation of the rep- 
resentation in the Rodney E. Boone 
Organization, he remained with that 
firm. 


Swedish Firm Markets 


Novel Promotion Medium 


Svanlund & Co., Ltd., Limhamm, 
Sweden, has placed on the market a 
“next stop” indicator for buses and 
street cars which also serves as an 
advertising medium. 

The device is of roller type oper- 
ated electrically by the driver or 
motorman. Advertising space is pro- 
vided on the metal case and on the 
band displaying the names of stops. 


Gotham Named for 
La Palina Cigar 


Congress Cigar Company, division 
of Porto Rican American Tobacco 
Company, Newark, N. J., has ap- 
pointed the Gotham Advertising 
Company, New York. 

Newspapers will be the principal 
medium used. G. Ellsworth Harris, 
Jr., vice-president, is account execu- 
tive. 


Promotes Parsons 


Alex Parsons has been appointed 
sales manager of the specialty de- 
partment of the Pillsbury Flour 
Mills Company, Minneapolis. He 
was formerly assistant manager of 
the Buffalo, N. Y., branch, and since 
1930 has been active in the Eastern 
division as special representative of 
the company’s package goods depart- 
ment. 


Hotel Picks Davis 


Randall Gibson, formerly sales 
promotion and advertising manager 
of the Statler Hotel, Cleveland, has 
been made advertising and sales 
promotion manager of the Gibson 
Hotel, Cincinnati, to succeed How- 
ard Greene, resigned. 


Dorworth Starts Agency 


O. L. Dorworth, formerly sales 
promotion manager for a Detroit 
clothing store, has opened an agency 
in Detroit. The agency will special- 
ize in radio and retail advertising. 


Beattie Joins B. & H. 


W. R. Beattie, formerly director 
of personnel for Greyhound Lines, 
has been appointed production man- 
ager of the Atlanta, Ga., office of 
Beaumont & Hohman. 


ADVERTISING IS 
SUGGESTED FOR 
ALL HOLC UNITS 


Local Groups Urged to Use 
Newspapers 


Washington, D. C., Feb. 6.—The 
Home Owners Loan Corporation 
today revealed that it has recom- 
mended the use of newspaper space 
to Federal savings and loan associa- 
tions as the best means of acquaint- 
ing the public with their aims. 

The Home Loan Bank Board’s 
recommendation was accompanied by 
a series of advertisements prepared 
by expert advertising writers to aid 
associations which are not equipped 
to write and prepare advertisements. 

The advertisements were paid for 
out of a sum of $650,000 authorized 
in the amended home loan act for 
“promoting, organizing and develop- 
ing” savings and loan associations. 

The series of advertisements pre- 
pared by the Board consists of 26 
different advertisements adapted for 
one and twocolumn space. 

“The advertisements have been 
approved by experienced savings and 
loan men,” said a letter written to 
all associations by George Dork, Jr., 
public relations adviser for the 
Board. “In writing them we have 
also had the generous cooperation of 
two leading advertising agency execu- 
tives. The advertisements are de- 
signed to stimulate the sale of shares, 
attract prospective borrowers and to 
create better public understanding 
of the associations as a _ business 
asset to the community, as provided 
in section 6 of the Home Owners’ 
Loan Act. 

“The Federal Savings and Loan 
Plan marks a striking improvement 
in private home finance and the pro- 
tection of savings. The future 
growth of any federal association de- 
pends, however, upon the extent to 
which it enjoys the good will of the 
people in its community. Since most 
people are not yet aware of the 
merits of this new type of thrift in- 
stitution, steps should be taken to 
give them that information. 


Tells 


“The supremacy of newspaper ad- 
vertising in giving the public the 
facts about any local product or serv- 
ice is recognized in every field of 
merchandising. Any federal associa- 
tion which intends to capitalize the 


Reasons for Use 


YOUR NAME 
AND ADDRESS WERE 


Above reduced advertisement 
for Freeman Shoe Corpora- 
tion, Beloit, Wisconsin, was pre- 
pared by Faithorn Corporation. 


* 
Always the Finest 
at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all— 
just as you wish, but all 
are here, ready to serve 
you... Speed, economy 
and satisfaction assured. 


THE EASIEST 
AND BEST WAY... 


to handle the production requirements 
of your advertising matter is to place 
your business with a concern that ren- 
ders a COMPLETE SERVICE in(1)Ad-Setting, 
(2) Engraving and (3) Printing —all 
under ONE ROOF .. . We think in terms 
of results ... The shortest way ‘round 
is usually the best ... Why send cuts 
to one concern—typesetting to another 
many blocks away—and then give your 
printing to a firm even farther distant? 
You can cut your costs, eliminate worry 
and save TIME, TROUBLE and MONEY by 
having FAITHORN do the entire job... 
If you are interested in securing this 
kind of a saving, the time of times to 
use Faithorn certainly is NOw...We 
will gladly show you samples. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


FAITHORN CORPORATION 


Ad-Setters - Engravers ° Printers 


504 ShermanSt.,Chicago Phone Wab.7820 


HEAD ENLARGED AGENCY 


iL a 


Charles Daniel Frey and A. E. 
Aveyard, principals in the Chicago 
agency of Frey and Aveyard, 
which succeeds the 25-year-old 
Charles Daniel Frey Company. 


advantages which it offers, can safely 
consider newspaper advertising an 
efficient way to assist thrifty people 
in the protection of their savings, 
and to help borrowers to secure eco- 
nomical financing for their homes. A 
small advertisement, featuring insur- 
ance, brought 600 replies and $14,000 
in share subscriptions within one 
week to one association. 

“The initial set of advertisements 
which we have prepared should 
enable any federal association profit- 
ably to reach its immediate urgent 
objective of giving the public an ac- 
curate picture of the main points 
common to all federals. 

“This may later be followed by ad- 
vertisements prepared by the indi- 
vidual association, itself, describing 
the specific features of its own or- 
ganization, including the convenience 
of its location, the details of its 
lending policy, loan rate, experienced 
management and its latest dividend 
payment.” 

While the Home Owners Loan Cor- 
poration has thus announced its ad- 
vertising plans which have been in 
preparation for some time, the Treas- 
ury Department is known to be pre- 
paring for some extensive publicity 
which is expected to include news- 
paper and poster advertising featur- 
ing its “Baby Bonds,” which will be 
placed on sale next month through 
the post offices. 


Lay Plans for Bureau 
of Advertising Dinner 


The first meeting of the committee 
appointed by Edwin S. Friendly, 
chairman of the Bureau of Adver- 
tising, American Newspaper Publish- 
ers Association, to arrange the an- 
nual dinner April 25 in connection 
with the A. N. P. A. convention re- 
sulted in shaping preliminary plans 
for speakers and entertainment. Re- 
ports will be received at the next 
meeting late this month. 

Members of the committee are 
Julius Ochs Adler, New York Times, 
chairman; O. G. Foellinger, Ft. 
Wayne, Ind., News-Sentinel; J. S. 
Parks, Ft. Smith, Ark., Times-Rec- 
ord; L. K. Nicholson, New Orleans 
Times-Picayune; W. W. Ottaway, 
Port Huron, Mich., Times-Herald; 
David B. Plum, Troy, N. Y., Record; 
David W. Howe, Burlington, Vt., 
Free Press; William L. McLean, Jr., 
Philadelphia Evening Bulletin; 

R. Kent Hanson, Pittsburgh Post 
Gazette; Lee E. Olwell, New York 
Journal; S. S. Wallace, Jr., Buffalo 
Times; William F. Rogers, Boston 
Transcript; Verne E. Joy, Centralia, 
Ill., Evening Sentinel; E. C. Dix, 
Wooster, O., Record; Dan R. Hanna, 
Jr., Cleveland News; John F. Young, 
Spokane Spokesman-Review & Daily 
Chronicle; Charles A. Webb, Ashe- 
ville, N. C., Citizen; Mrs. Ogden Reid, 
New York Herald Tribune, and Fred 
L. Tate, Toronto Star. 


Liquor Sales Agent 
Picks Donahue & Coe 


B. B. Dorf & Co., New York, sole 
agents for Holloway’s gin, Nuyens’ 
cordials, Power’s Irish whisky, and 
other liquors, have appointed Dona- 
due & Coe, Inc., New York. 

An extensive campaign in maga- 
zines, newspapers and other mediums 
is being planned. 


Seeck & Kade, Inc. 
Admitted to A. N. A. 


Seeck & Kade, Inc., New York. 
maker of Pertussin, has been elected 
to membership in the Association of 
National Advertisers, Inc. 

Franz E. Loes, vice-president and 
treasurer, will represent the com- 
pany in the advertisers’ association. 


‘Idea Exchange’ 
Is Organized 
By Fitzgibbon 


Milwaukee, Wis., Feb. 6.—The As- 
sociates of John E. Fitzgibbon, an ad- 
vertising and merchandising “idea” 
exchange, has been organized here 
by John E. Fitzgibbon, former ad- 
vertising manager and later general 
manager of the Phoenix Hosiery Com- 
pany, with headquarters in the Rail- 
way Exchange Bldg. Branches will 
be established soon in Chicago and 
New York. 

The company will differ from the 
usual advertising agency in that it 
will not contract for publication of 
copy but will operate solely in the 
buying and selling of advertising, 
merchandising and selling ideas or 
product improvements. It will deal 
both with advertisers and agencies. 

The new bureau hopes soon to have 
in operation an organization in which 
will be registered all the well known 
lights in the advertising and selling 
world, national advertisers and agen- 
cies for the interchange and sale of 
ideas under proper legal protection. 
The general public likewise will be 
eligible when it has any marketable 
ideas. 

Mr. Fitzgibbon believes he has 
created something new in the realm 
of advertising, marking the organi- 
zation the first of its kind in Amer- 
ica. Mr. Fitzgibbon’s company, he 
states, has passed the formative 
stage, as he and his associates have 
given the plan a quiet but thorough 
tryout for nearly a year and already 
have as clients a score or more of 
leading advertisers and agencies that 
handle nationally distributed prod- 
ucts. 


Appointed by “Journal” 


Henry C. Wagstaff, Jr., has been 
appointed local advertising manager 
of the Atlanta Journal, and K. C. 
Ball has been placed in charge of ad- 
vertising in the paper’s magazine 
section. Roy Brown has been shifted 
from the local display to the roto- 
gravure advertising department. 


GIVING BOOKLETS 


Full page advertisement for Kel- 


logg’s All-bran run in Seattle pa- 
ers to build good will for a book- 


et-sampling campaign. Local 
grocers’ names are featured. 


Calvert Appoints; Will 


Start New Campaign 


The Calvert-Maryland Distilling 
Company, Inc., Baltimore and New: 
York, has appointed Hommann, Tar- 
cher & Sheldon, Inc., New York, to 
direct its advertising. Stanley A. 
Brown, vice-president of the agency, 
is in charge. 

The announcement made by Wil- 
lard S. Karn, vice-president of the 
distillery, revealed the launching of 
an intensive newspaper campaign, 
supplemented by magazine, radio, 
trade paper and point of sale adver- 
tising, beginning in March. 

Emphasis will be placed on Calvert 
Whisky. Other brands, including 
Old Drum, Silver Dollar, Calico, Vir- 
ginia Club and Boulevard, will share 
in the promotion efforts. Calvert, 
Mr. Karn announced, has now at- 
tained national distribution. 


E. F. Dunbar Dies 


Edward F. Dunbar, 70, for 34 years 
advertising manager of the Boston 
Globe, died Jan. 31 at his home in 
Brookline. Mr. Dunbar had been as- 
sociated with the Globe for 50 years. 


ones, 


WOMEN FOR 
SALE! 


® Tall ones—short ones—lean ones—stout 


Ss 
Soup, 


ome 
Cro. 


The “type” copywriters visualize when 
writing “housewife” copy. 


. . . We can give you their candid 
opinion on any subject from pianos to 
pink pills—from hams to halitosis. Any 
day we can questionnaire over 100 differ- 
ent women. 


Send us the “dope” before 10 A. M. 
and by 4 P. M. you can have the intelli- 
gent answers of 100 different housewives 


—for only a $10 bill. 


100 different women every day—-500 in 
5 days—1,000 in 10 days. 


Leading agencies and advertisers are 
finding the *Guild’s Consumer Survey 
Service the quickest and most accurate 
way of getting housewife reaction. 


A phone call or letter will bring you 
samples of typical questionnaires and 
other data of interest to executives who 
are really looking for true, unvarnished 
“FACTS.” 


HOME ARTS GUILD 


62 EAST LAKE ST., CHICAGO 


@ DEArborn 1044 @ 


*The Guild daily demonstrates nationally known products for the home and 
tics up this activity with a most unusual merchandising program: 


of the names in the Guild’s picture are National Biscuit, Campbell 
sse & Blackwell, Borden’s, Pequot, Universal, Clorox, etc. 
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NATIONAL BODY 
IS SET UP TO 
PROMOTE WOOL 


Various Groups in Field to 
Work Together 


Boston, Mass., Feb. 7.—Announce- 
ment of a wool promotion campaign 
to stimulate the wool consciousness 
of the buying public on a national 
scale was made here Thursday, at a 
general rally of the wool industry 
under the auspices of the National 
Wool Trade Association. The promo- 
tion will be sponsored jointly by the 
National Association of Wool Manu- 
facturers, the National Wool Trade 
Association and the National Wool 
Growers Association. 

B. M. Nussbaum, president of the 
United Advertising Agency, New 
York, explained the project, and 
made a short stereopticon presenta- 
tion of its more striking features. 

At the annual meeting of the manu- 
facturers association on Feb. 14, 1934, 
a sales promotion committee was ap- 
pointed which later turned over its 
data and recommendations to a joint 
committee on which representatives 
of the association, the National Wool 
Trade Association and the National 
Association of Wool Growers have 
served. Specialists were engaged to 
secure the reaction of retail trade, 
style authorities, and many other 
factors in respect to promotion possi- 
bilities. As a result of these investi- 
gations this joint committee has 
recommended the creation of a cen- 
tral organization fur the purpose of 
coordinating all wool promotion ac- 
tivities. 

This organization, to be called the 
Associated Wool Industries, will be 
established under the control of a 
national board of directors, compris- 
ing representatives of the growers, 
dealers and manufacturers. Five 
divisions will be set up within the 
organization — publicity, planning, 
service, merchandising and fashion. 
Three booklets are now available de- 
tailing the researches and conclu- 
sions of the several committees dur- 
ing the past twelve months, illus- 
trated by suggestive and valuable 
charts. 


Consumption Declines Steadily 


The paramount objective of this 
group is to restore to wool its proper 
place in the sun. Concerted efforts 


of the entire industry will be ex- 
erted through the utilization of the 
forces of publicity, fashion exploita- 
tion and retail merchandising. The 
development of a tremendous poten- 
tial wool consumption awaits the 
success of the modernizing of the 
wool appeal to the buying public, it 
is pointed out. 

That wool has lost control of its 
market is generally conceded. It has 
been shouldered aside by younger 
and more aggressive competitors, yet 
all along it has been quite evident 
that any successful wool renaissance 
could not be carried out by any one 
division of the industry. Hence, the 
Associated Wool Industries. 

While wool from time immemorial 
has been considered the material par 
excellence for human clothing and 
American mills can turn out the fin- 
est fabrics in the world, no one seems 
to have done anything about impress- 
ing this upon the buying conscious- 
ness of the nation. Consequently 
while in 1910 the average adult in 
the United States used annually 
eight yards of wool cloth, in 1920 the 
amount had fallen to six yards and 
by 1930 only four yards were used. 
During the depression the annual 
consumption has fallen to approxi- 
mately 2% yards. 


Ford Advertising Gains 
in Six Southern States 


Newspaper advertising in the 
Charlotte, N. C., territory of the Ford 
Motor Company is 434 per cent above 
the company’s advertising in 1934, 
according to Eastman Scott & Co., 
Atlanta, Ga., agency handling Ford 
advertising in six Southern states. 
Newspaper advertising in the At- 
lanta territory represents an increase 
of 242 per cent over 1934, and in the 
Jacksonville, Fla., territory, 220 per 
cent. 

In poster locations and_ total 
months’ showings, 1935 increases 
ever 1934 are: Charlotte territory, 
107 per cent; Atlanta territory, 104 
per cent; and Jacksonville territory, 
170 per cent. The territories include 
the states of Tennessee, Alabama, 
North Carolina, South Carolina, 
Florida, and Georgia. 


Creomulsion Expands 
Its Newspaper Schedule 


Increasing its newspaper lineage, 
Creomulsion Company is concentrat- 
ing “nasal irritation” copy in Vir- 
ginia, Maryland, North Carolina, 
South Carolina, and Georgia. 

Prevalence of the “common cold” 
in these states caused the company 
to suspend its chapped skin copy 
temporarily and extend use of copy 
devoted to cold relief. 

This change will increase the total 
lineage for Creomulsion this year, as 
the schedule of chapped skin copy 
will be run as soon as colds in that 
section of the country become less 
frequent. Dillard Jacobs Company, 
Inc., Atlanta, handles the account. 


DUMMIES 


619 South La Salle Street 


Edition cata- 
logs, school 
books, fiction, 
general, 
trade work. 


su per-finish, 
m bossing. 


Edge gilding. 


When the first dictionary written exclusively for children was com- 
pleted by Prof. Edward Lee Thorndike (see "Time," Jan. 7) and pub- 
lished by Scott, Foresman and Company, the responsibility of binding 
it was entrusted to Brock & Rankin. 
Bible paper for handling by Young America. 


Nearly a thousand pages of heavy 


“Commerecial Book Binding at Its Best" 
RECOMMENDATIONS 
"The Binding Gives the First Impression 


BROCK 2 


imCOmPORATEOD 


CHICAGO 


ESTIMATES 


KIN 


Phone Harrison 0429 


Getting Personal 


One advertising couple started three projects this week. W. B. 
Lewis married Sarah Johnson and started his own agency, while the 
former Miss Johnson launched a free lance costuming service for 
advertising photographers... 

Les Smith and Ralph Van Buren, the R.&R. officers, have re- 
turned from the southern vacation they took together in order to 
be sure of playing golf with the ideal partner. . . “Red” McKittrick, 
New York representative of the Chicago Tribune, rode herd on the 
large and enthusiastic crowd of New Yorkers who attended the 
Poor Richard banquet last week... 


Returning from an extended European pleasure trip, Stacy Page 
(BBDO) proved himself a loyal New Yorker by grousing about the 
weather on the Riviera. .. Sherman Ellis sailed Friday on a West 
Indies cruise from which he will return February 20. He will spend 
most of the time on shipboard, recuperating from the strenuous 
labors of the past year... 


Art Smith (Mathes) has had enough commuting to Darien dur- 
ing the past two years. He has moved to 3542 77th Street, Jackson 
Heights, where the subway solves the transportation problem. . . 
Mrs. Marie Tyrrel Given, of Brooklyn and Pinehurst, N. C., and 
Winthrop Hoyt were married February 1. After an extended trip 
through the South, they will live at Garden City. Everett W. Hoyt, 
soon to be a bridegroom himself, was his brother’s best man... 


Russell Law (A.F.-G.L.), who had never before angled for a 
sailfish, caught two last week. He also landed a 29-pound amberjack 
and several other fine specimens. He’s a guest at the famous Long 
Key Fishing Camp in Florida. .. Ed Garbisch (Getchell) is sailing 
for Honolulu in a few days. He will golf and swim while training 
for the spring gasoline offensive. . . 


Perhaps it’s not coincidence that William J. Reilly, Ph.D., whose 
book, “Straight Thinking,” has just been published by Harper, was 
recently promoted to manager of the St. Louis office of The American 
Weekly. Dr. Reilly’s book, in some ways comparable to “The Art 
of Thinking,” proves that conscious attention to the process of 
problem solving will increase the number of sound decisions... 

Cal McCarthy, New York News, has been noticed several times 
recently while executing intricate tango steps with awe-inspiring 
ease and becoming nonchalance. .. Friends of Doug Boyd (Black- 
man) are confidently predicting that his marriage will soon be an- 
nounced. . . 


The fact that Charlie Murphy has been a lawyer for ten years 
and looks his youthfulness tends to deceive the younger generation 
as to the extent of his advertising experience. Charlie made an early 
start, becoming assistant city editor of a Jersey daily about the time 
he donned long trousers. For several years following the war he 
was assistant advertising manager of the Texas Company, following 
it up with several years as an agency executive... 


Cc. W. Van Beynum, advertising manager of the Travelers Insur- 
ance Company, and Richard C. Budlong, advertising manager of the 
Northwestern National Life, started their careers in the editorial de- 
partment of The National Underwriter. Seems like a good system. . 


Henry W. Comstock, executive vice-president of Addison Vars, 
Inc., Buffalo advertising agency, will receive the National Junior 
Chamber of Commerce gold key award for distinguished civic service 
in 1934. He is credited with having insured permanency in Buffalo 
of the Junior Chamber of Commerce. 


Albert W. Sherer (L. & T.) is a trustee of the Chicago Sunday 
Evening Club, and is occasionally the presiding officer at the Orches- 
tra Hall meetings of this nationally famous organization... 


Aubyn Chinn, National Dairy Council and president of the Chi- 
cago Women’s Advertising Club, was a featured speaker at the agri- 
cultural conference at Purdue University at Lafayette, Ind., last week. 
Her subject was, “Food Fashions, 1935.” . . 


Kenneth Klein, of The Farmer, has been kept busy showing the 
moving picture of the national corn husking contest promoted last 
fall by the Webb publication. lt has made a big hit with advertisers 
and agencies interested in the farm market. 


Dick Humphrey, of the H. B. Humphrey Company, Tack Hard- 
wick, of Doremus & Co., and Col. Carroll J. Swan, publishers’ repre- 
sentative, were among former Harvard athletes to welcome Dick Har- 
low to his new job as Crimson football coach. 


Joseph E. Schmitt, production manager of Jimm Daugherty, Inc., 
St. Louis agency, was elected second vice-president of the young 
men’s division of the Chamber of Commerce at its recent annual 
meeting. 


Will J. Feddery, Chicago manager of Hardware Age, has been ap- 
pointed a colonel on the staff of the governor of Kentucky, Ruby 
Laffoon. The interest of Kentuckians in hardware is traditional. 


George E. Halley, of Free & Sleininger, is only one of three den- 
tists who have made good in radio. The others are Leon Levy, presi- 
dent of Philadelphia’s great station WCAU, and Bill Bacher, radio 
writer and director who is now assisting in the production of Eddie 
Cantor’s new Pebeco series. 


Lloyd Maxwell, vice-president of Roche, Williams & Cunnyng- 
ham, Chicago agency, was married in Waukegan, IIl., Feb. 3, his bride 
being Basha Malinoff, opera singer. Mr. Maxwell first met Miss Mali- 
noff six years ago, when she made her debut at the Goodman Theater. 
... This makes two song birds in the Maxwell family, the other 
being the famed Margery Maxwell, niece of the advertising man, and 
daughter of Frank Maxwell, who is in the newspaper business. 


Vernon Calvert Hart, who has been an ardent amateur photogra- 
pher all of his life, is turning professional. After 17 years as account 
executive for J. W. T., Chicago, Mr. Hart has resigned to open a photo- 
graphic studio in the Wrigley Building. 


Perhaps the popular expression, “off the record,’ was originated 
by Larry Myer, Kotex advertising manager. Mr. Myer cannot be 
quoted, even though he slips perspiring reporters a little informa- 
tion now and then. 


The son of Arch Crawford, of the Western staff of Curtis Publish- 
ing Company, has ideas of his own. Instead of planning to become a 
respectable space salesman, he’s intent on being a naval aviator and 
is now learning the rudiments as a plebe at Uncle Sam’s naval acad- 
emy at Annapolis. 


Any impresario needing a Napoleon for a forthcoming production 
will find a satisfactory double in “Buddy” Newman, of Curtis, accord- 
ing to the latter’s associates. 


Only 40% Brush 
Their Teeth, Is 
Colgate Belief 


New York, Feb. 7.—With a large 
potential market to cultivate be- 
cause only two out of every five 
persons brush their teeth, Colgate- 
Palmolive-Peet Company plans to 
seek more sales on dentifrices by 
an enlarged advertising campaign 
on Colgate dental cream and pow- 
der during 1935, Manning O’Connor, 
sales manager of the toilet article 
department, revealed in an inter- 
view this week. 

This campaign, placed through 
Benton & Bowles, Inc., will continue 
to stress the “double your money 
back” guarantee of the past season 
and, moreover, give it increased 
emphasis. This offer, dramatically 
advertised in coast-to-coast broad- 
casts, leading newspapers and mag- 
azines, had a stimulating effect on 
retail volume, dealers reporting 
sales on this dentifrice to be two 
to three times greater in 1934 than 
the preceding year. 

“As a result,” said Mr. O’Connor, 
“sales of our dental products to con- 
sumers showed more than a 200 per 
cent national gain. This was 
achieved at full profit prices by the 
trade. 

“The dentifrice market offers the 
drug industry one of its greatest 
opportunities for expansion and 
profit in 1935,” he continued. “This 
will be realized largely through ad- 
vertising to create consumer inter- 
est in the purchase of tooth paste 
and powder.” 

He also pointed out that users of 
dentifrices have increased ten per 
cent a year since the depression and 
even with this increase, only two 
of every five persons in the United 
States today brush their teeth. 


Kenyon & Eckhardt 


Chosen by Sparklets 


The Sparklets Corporation, New 
York, has appointed Kenyon & Eck- 
hardt, Inc., of that city as advertis- 
ing counsel. The company is a sub- 
sidiary of the original British con- 
cern which developed the patented 
syphon bottles producing carbonated 
or charged water from ordinary 
drinking water. 

A new model is now being sold. 
Advertising plans call for a devel- 
opment of further sales outlets and 
study of new markets. 


Joins “Constitution” 


Vv. R. Blakemore, account execu- 
tive for Groves-Keen Advertising 
Agency, Atlanta, Ga., has resigned to 
join the advertising staff of the At- 
lanta Constitution. Mr. Blakemore 
had been associated with Lake-Spiro- 
Cohn, Inc., Memphis agency, and 
with the advertising department of 
Sears, Roebuck & Co., Chicago. 
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BIG DRIVE ON 
NEW MODESS T0 
START IN MARCH 


(Continued from Page 1, Col. 3) 
appeals of the advertising. The com- 
pany is of the belief that women are 
more interested in how the napkin 
will serve than in specifications cov- 
ering the improvements. 

The consumer campaign is three 
times as large as that run in 1934. 
It involves the use of 16 magazines 
in addition to rotogravure sections 
of newspapers in 38 cities. There 
will be two announcement insertions 
of 600 lines in the rotogravure sec- 
tions and, all told, 67 in the maga- 
zines, including 16 in The American 
Weekly. 

Magazines scheduled to carry half 
and two-thirds page advertisements 
in addition to The American Weekly 
are Dream World, Household Maga- 
zine, Ladies’ Home Journal, Love 
and Romance, McCall's, Modern 
Romances, Modern Screen, Movie 
Mirror, Parents’ Magazine, Radio 
Mirror, Radio Stars, Screenland, Sil- 
ver Screen, True Experiences, True 
Romances, True Story, and Woman’s 
Home Companion. 


Have Special Features 


The three underlying protective 
features of the new product have 
given rise to the Modess descriptive 
phrase, ‘“certain-safe.” Extensive 
consumer tests were conducted in 
perfecting the product. These, how- 
ever, have not been utilized in 
preparation of the copy. 

Technically, more or less, the new 
features are 22 inches of gauze, 
which is an inch and a half more 
than usual, to give a firmer, safer 
and more comfortable pinning base; 
a blue thread introduced on the seam 
side to prevent Modess’ being worn 
improperly so that moisture collects 
on the surface next to the non-ab- 
sorbent backing; and a specially 
treated moisture resisting cotton 
jacket used around three sides of 
the pad, leaving the face open. 

The package has been slightly 
changed by printing what resembles 
a sticker on the face, saying “this 
is the New Modess. It’s ‘Certain- 
Safe.’” The price has been increased 
slightly. 

As an inducement to dealers to 
move old stocks out and lay in new 
supplies, the company offered in a 
special compensation plan an allow- 
ance at the rate of 72 cents a gross 
on stock received since Jan. 1. This 
offer terminates Feb. 15, by which 
time the advertising will have de- 
veloped a great demand, it is ex- 
pected. 

A feature of the consumer adver- 
tising will be a money back guar- 
antee, saying: 

“Your money back if you’re not 
convinced! We'll refund your 
money if you try the new Modess and 
don’t like it! Get a box. Wear as 
many napkins as you need to make a 
thorough test. If you aren’t com- 
pletely satisfied, return the box and 
the remaining napkins to The 
Modess Corporation. . . . We'll send 
you every penny you paid, plus post- 
age.” 


Essley Names Mathes 


J. M. Mathes, Inc., New York, has 
been appointed by the Essley Shirt 
Company, Inc., to direct an exten- 
sive program of consumer advertis- 
ing and point of sale promotion, 
featuring the Trubenized collar on 
men’s shirts. 


Joins Rose & Windsor 


Earl Adams Clark, formerly asso- 
ciated with the Central Trust Com- 
pany of Detroit, has joined Rose & 
Windsor, Inc., Cleveland advertising 
agency, as vice-president in charge 
of sales in the financial advertising 
department. 


Atlanta Club Moves 


The Advertising Club of Atlanta 
has moved its offices from the fifth 
floor of the Glenn Bldg. to larger 
quarters on the second floor of the 
same building. 


Poor Richard Club Hears 
Dr. Orestes Caldwell 


Dr. Orestes H. Caldwell, former 
member of the Federal Radio Com- 
mission, and now editor of Radio Re- 
tailing and Electronics, addressed 
the Poor Richard Club of Philadel- 
phia Feb. 7 on the topic, “New Things 
Up Radio’s Sleeve for 1935.” 

Radios for the vest pocket, radios 
in baby carriages, and radio sets 
that print tabloids were discussed 
by the speaker, who also described 
a radio set which rings a bell when 
some especially interesting feature 
is on the air. 


Liberty Names BBDO 

The Liberty Mutual Insurance 
Company, Boston, has appointed 
Batten, Barton, Durstine & Osborn, 
Inc., as its advertising agent. 


“Chicago News” Expands 


Its Saturday Issue 


The Feb. 23 issue of the Chicago 
Daily News will not only carry the 
initial issue of This Week, new color- 
gravure magazine, but several other 
features marking an expansion of 
the Saturday editions of the news- 
paper. 

Chief of these will be a whole new 
section of color comics. Many of the 
characters who have appeared in 
black and white in the News for 
many years will perform their antics 
in color for the first time, and in 
addition, there will be a number of 
new color comics. 

There will also be a new and en- 
larged photogravure section. This 
feature, heretofore running four 
pages normally, will be expanded to 
eight. The policy of sustaining in- 


terest through some serial photo- 
graphic feature will be continued. 
The current offering is “The War on 
Crime.” 


Adopts Color 


Following recent successful tests, 
the Friday edition of the Mounds- 
ville, W. Va., Daily Echo, will con- 
tinue to be printed on colored news- 
print, and in tabloid form. The 
name of the Friday edition was re- 
cently changed to the Moundsville 
Daily Echo Weekly Advertiser. 


Freshney Leaves WLW 


Edwin L. Freshney has resigned as 
sales manager of station WLW, Cin- 
cinnati, to become associated with 
Procter & Collier Company, Inc., 
Cincinnati advertising agency, as 
vice-president. 


NBC Daytime Revenue 
Increases During 1934 


National Broadcasting Company’s 
evening and daytime sales totaled 
$27,833,616 in 1934 as compared with 
$21,452,732 for 1933. 

Daytime revenue accounted for 
$6,414,318, or 23 per cent of total 
NBC revenue, as compared with $4,- 
691,649, or 21 per cent of total reve- 
nue in 1933. Daytime sales in 1934 
represented an increase of 36.7 per 
cent over 1933. 


Fintex Names Steere 

H. D. Steere, who formerly oper- 
ated a retail advertising service in 
Jackson, Mich., has been appointed 
advertising manager of the Fintex 
Corporation, Detroit, retailer of 
men’s clothing in Detroit and East- 
ern cities. 


“I believe you deserve a friendly letter 


PARTRIDGE & ANDERSON 
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BROADCAST REVIEW OF THE MONTH 


230,000 MILES 


Engineer in mobile field strength testing 
car; 18 of these crews traveled 230,000 
miles throughout the U.S.A. measuring, re- 
cording signal strength of all stations affili- 
ated with NBC networks. 


** eat 


PORTABLE EQUIPMENT 


Field engineers used portable equipment 
when cars couldn't make it! A total of 21,000 
daytime measurements were made by both 
mobile and portable sets. Daytime ground 
wave signals are more t, more reliabl 
than night (sky wave) signals. 


MONTHLY COUNT 


Transferring a monthly count of mail to a 
summary sheet. In addition to counting lis- 
tener mail, NBC applied the resultant figures 
to the number of radio familiesineachcounty, 
and thus det d the density of resp 

per thousand radio families. This is an impor- 
tant new departure in network mail analysis. 


) vanalysis. In addition to precise electrical measurements of signal 


DOZENS OF READERS 
Thousands of letters were given special reading for detailed 


strength, actual proof of regular listening was obtained from a 
long-term analysis of letters specifically addressed to NBC 
network stations. ‘.* 


CODE STAMPING 


Special machines put a code stamp on the 
audience mail. Where previous audience sur- 
veys dealt in thousands, NBC’s dealt in mil- 
lions. Nearly five million letters have been 
tabulated by this efficient machine system. 


LOOP ANTENNAS 


PLUS MAIL 


GIVE NEW NBC MEASURE 
OF POTENTIAL CIRCULATION 


1% Million Letters, Scientific Field Strength 
Tests Combined to Produce “NBC Network Aireas”’ 


New York, Feb. 9.—Advance reports from executives who 
have previewed and reviewed a book of potential radio circulation 
facts and figures, “NBC NETWORK AIREAS,” indicate that the 
difficult days this advertising medium has experienced in estab- 
lishing an accurate standard of circulation are over. 


From loop antennas atop field 
strength test cars, from 1,500,000 
envelopes and postcards, came the se- 
crets of NBC’s new concept of poten- 
tial radio circulation combining for 
the first time “numbers” and “geog- 
raphy,” or “how many can listen and 
where.” This new concept of radio 
circulation is as different from old 
standards as today’s high-fidelity re- 
ceiving sets are from the original 
crystal sets. 


Advertisers and advertising agen- 
cies will no longer have to substitute 
the letter “x” for NBC radio circula- 
tion. NBC NETWORK AIREAS gives 
the long-desired, reliable answer to 
potential network circulation ques- 
tions. 


Third Link Forged 


Many different schools of thought 
have produced as many “yardsticks” 
for potential radio circulation. In- 
variably, each wore thin and called 
for an entirely new, an _ increas- 
ingly accurate and as nearly fool- 
proof basic concept as the medium 
could furnish. Time and time again, 
NBC has produced evidences of radio’s 
economy and effectiveness. Now po- 
tential circulation has been scienti- 
fically measured. Until the advent of 
NBC NETWORK AIREAS, “circula- 
tion” as such defied close measure- 
ment. This book, therefore, fills the 
one remaining gap, forges the one 
missing link in the chain of evidence. 


NBC has invested over $250,000 
and almost two years in intensive 
research to obtain this audit of reach- 
able radio families based upon a com- 
bination of engineering field strength 
measurements and geographical mail 
analysis. According to its subtitle, 
NBC NETWORK AIREAS gives “the 
geography and numerical potential of 


more accurately the markets they are 
covering and plot their campaigns 
judiciously. 


More Than Field Strength 


The circulation of the NBC sta- 
tions has not been plotted on the basis 
of field strength alone. The field 
measurements were made primarily 
to determine the most intensively 
covered zones and to set up standards 
for rating the mail response per 
county. From these two factors, a 
method of plotting the aireas of reach- 
able audience was established. The 
method was not an arbitrary one. It 
has met the approval of statisticians 
and marketing men alike. The com- 
plete zone of influence of a station or 
network was determined and the en- 
tire zone divided into three aireas: 
Airea 1, representing 100% potential 
circulation of radio families; Airea 2, 
representing 50% to 99% potential 
circulation, and Airea 3, representing 
5% to 49% potential circulation. 


1,500,000 Letters 


Over five million letters passed 
through the NBC tabulating machines 
in New York, Chicago and San Fran- 
cisco. One million and a half of these 
were addressed specifically to indi- 
vidual stations on the networks and 
were used for determining the poten- 
tial circulation of the stations and 
networks. Since the remaining 3,500,- 
000 letters were addressed to the 
network offices instead of individual 
stations, they were rejected for use 
in the circulation study. 

NBC NETWORK AIREAS, upon 
which the recently announced ad- 
justed NBC rates were based, will be 
available within a few days. Advertis- 
ers and advertising agencies are in- 
vited to write today for a copy. Re- 
quests should be addressed to the 


NBC circulation” and will enable | National Broadcasting Company, New 
those who spend radio dollars to gauge | York, Chicago or San Francisco. 


A tabulating card was punched with coded information for each letter. 
Thus, complete automatic sorting was carried out to determine the 
geographical source of all station-addressed listener mail. 


ROUGH MAPS... WORK SHEETS 


Some of the piles of data upon which several million computa- 
tions were made. Statisticians (and others of an inquiring 
turn of mind) are invited to delve deeply into the technique 
or the work sheets by visiting NBC's Statistical Department. 


a 


PUNCHING CODED INFORMATION SORTING BY STATES 


Audience mail being sorted according to states. Each year NBC network stations 
receive millions of letters from all over the world, from every state, county and prac- 
tically every city, town and village in the Union. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


EASY OPERATION 
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Ease of operation is stressed in 
the current magazine campaign 
for Monroe business machines in 
which swans and other graceful 
creatures serve as object lessons. 


PETER RABBIT FOLLOWS UP MICKEY MOUSE 


8,000 DIFFERENT CANS IN THIS UNIQUE DISPLAY 


Some 8,000 different litho- 
graphed containers went into 
this impressive display for 
American Can Company at the 
recent convention of the Na- 
tional Canners' Association in 
Chicago. The background por- 
trayed Edwin C. Hill's concep- 
tion of the canning industry as 
one which puts the marvels of 
Aladdin's lamp to shame. 


FRIGIDAIRE COMPLETES ITS THIRD MILLION 


Frigidaire is beginning on its fourth million as its 1935 selling drive 
gets under way. In this photo, officials are paying homage to the 
Frigidaire No. 3,000,000. From left to right are E. B. Newill, chief 
engineer; W. F. Armstrong, vice-president and assistant general man- 
ager; E. R. Godfrey, works manager; E. G. Biechler, president; Carl 
A. Copp, general sales manager; Frank R. Pierce, sales manager; 
and H. W. Newell, vice-president in charge of sales. Details of the 
1935 campaign are given on Page |. 


NEW SALT PACKAGE 


Arthur S. Allen created this new 
triple-thick, moisture-proof con- 
tainer for Morton's salt. It is dis- 


tinguished by yellow top and bot- 


As a follow-up to the success of Mickey and Minnie Mouse in the 

holiday handcar circuit of the nation, the Peter Rabbit Chickmobile 

will delight children at Easter. It is expected to play an important 

part in the new novelty sales promotion program launched by Lionel 

Corporation which was explained in the February 2 issue of 
“Advertising Age.” 


tom, blue and yellow label, and 
rustless aluminum pouring spout. 
The familiar little lady under the 
umbrella continues to portray her 
"when it rains it pours" message. 
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Dale Nichols, of Dale Nichols & Associates, Chicago, commercial 

artists, forgot about advertising long enough to paint this canvas, 

"The End of the Hunt," which has just been awarded the William 

Randolph Hearst prize of $300 in the "Chicago and Vicinity Exhibi- 
tion" of the Chicago Art Institute. 


ee 


Unusual photograph made for A. H. Heisey & Co., Newark, O., by 
Matthews Photographic Laboratories, Dayton, through J. Horace 
Lytle Company. It is one of a series being used in business papers 
which is he able for its sympathetic treatment of one of the most 


ifficult of photographic subjects—Glassware. 
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More Than Good Measure 
A short, short story 


Esquire’s January net paid cir- 
culation was in excess of 220.000- 
which means that advertisers 
using Esquire now, in advance 
of the rate adjustment which 
becomes effective with the June 
issue, are getting a circula- 


tion bonus of very nearly 50% 
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